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The purpose of this research is to explore why SME owners use web-based technologies 
(social media) in their daily work and how this use influences their individual performance 
in the SME. Drawing on the theoretical insights of cognitive psychology, the process 
model of absorptive capacity, literature on web-based technologies, literature on 
business management and strategy, the technology acceptance model (TAM), and the 
unified theory of acceptance and use of technology (UTAUT), the goals of this research 
are four-fold. First, establish past experience (PE), past related knowledge (PK), and 
cognition (COG) as being antecedents of individual absorptive capacity (IAC).  
Second, empirically test IAC at the individual level by showing influence on individual 
performance in the SME (IPSME). Third, introduce the term cognitive-influenced valuation 
(CV) from cognitive psychology to explain how it is the case that individual SME owners 
were willing to follow a technologically-enabled trend (WFTET). Empirical results show 
that CV is a significant motivator of learning in two ways: i) increased self-confidence on 
the part of the individual SME owners when they have a good grasp of how to serve their 
clients well through use of social media and, ii) individual SME owners assign a high 
valuation to those things which motivate them to learn; motives are what drive SME 
ownersげ willingness to follow a technologically-enabled trend.  
Last, introduce the term adaptive behaviours (AB) from business management and 
strategy to explain how individual SME owners adapt their use of social media from low 
or moderate to high centrality in order to use social media as a strategically viable 
business tool (VBT). Empirical results show that when individual SME owners want to be 
highly competitive as a business goal, then incorporating social media as a strategic 
business tool would assist them in achieving long-term enterprise success.  
The first innovative contribution of this thesis is the explanation of the construct 
absorptive capacity as being the development of the ability to absorb and exploit past 
experience and past related knowledge (behaviour -- up to current) from the 
environment (Cohen & Levinthal 1990 1989). Secondly, establish the antecedents of 
absorptive capacity as being past experience, past related knowledge, and cognition 
(learning に up to the current moment) (Cohen & Levinthal 1990). Thirdly, this thesis 




contributes to existing theory a conceptual framework based on the process perspective 
of Lane, Koka and Pathak (2006). This research demonstrates the conceptual connection 
between individual absorptive capacity (IAC) and individual performance in the SME 
(IPSME), which might in turn be influenced by willingness to follow a technologically-
enabled trend (WFTET) and individual predisposition toward accepting social media as a 
viable business tool (VBT).       
A mixed methods convergent exploratory strategy of inquiry is utilized to conduct 
quantitative and qualitative studies to engage directly with the individual SME owners to 
better understand why they make the choice to use social media in their everyday work 
life and to explore how this use influences their individual performance in the SME 
(IPSME). 
The statistical quantitative proxies were selected from the Global Entrepreneurship 
Monitor (GEM) Adult Population Survey of SME ownersげ attitudinal and behavioural 
choices involving their willingness to try new/existing social media to improve their 
working life (UK only: n = 169,280). 
A qualitative study was conducted of SME owners. The data for this study were collected 
from one-to-one semi-structured interviews using theoretical concepts from TAM (Davis, 
Bagozzi & Warshaw 1989), TAM2 (Venkatesh & Davis 2000), and UTAUT2 (Venkatesh, 
Thong & Xu 2012) to guide the interview process. The collected data were analysed 
through the lens of content analysis. Three case studies explore the reason(s) for five SME 
ownersげ use of social media in their everyday work lives.  
The first limitation of this study is the small sample size and the locus of this study being 
County Kent, UK, where a larger sample size and/or a larger collection radius would yield 
additional comparative data. Future research including these factors would be beneficial. 
Secondly, a striking feature of this study has been the lack of correlation between the 
quantitative data and the qualitative data, which could be addressed by the above, as 
well. Future research with greater correlation between research focus and subject matter 
would also be beneficial and yield additional areas of theoretical development. 




The outcomes of this research confirm that in the context of SME owners in the UK using 
social media in their daily work lives, they assign a high value to the drive for continuous 
learning, goal setting, and successful project outcomes. In a much broader more general 
context, learning for any individual, regardless of the related organizational size, is very 
important and the drive for it is likely no different from any place else. In each instance of 
goal setting or project execution individual SME owners will select the most useful tool 
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Chapter 1: Introduction 
 
1. Chapter Overview 
This chapter provides the context of the research and describes why the research is 
important and relevant in the context of cognitive psychology and the adoption and use 
of web-based technologies.  The chapter concludes with an explanation of the remaining 
chapters of the Thesis and an assessment of the contribution the research makes to 
academia and practice. 
1.1 Introduction 
This study contributes practical implications to Management literature in a number of 
ways and has implications for both academics and practitioners.  From an academic point 
of view, a first contribution is the explanation of the construct absorptive capacity as a 
multi-level phenomenon of cognitive learning processes by organizations, teams, actors, 
and SME owners (Helfat & Peteraf 2014; Gregoire et al. 2010).   
From a practitioner point of view, the first contribution is to suggest several perceived 
beneficial utilities from using social media.  Jobwise, the use of social media helps 
professionals make connections (e.g., Facebook), develop their business (e.g., LinkedIn), 
get jobs (e.g., gain client accounts, get references from current/former employers), post 
job adverts/recruitment, direct traffic to revenue generating streams (e.g., sponsor blog 
links) and so forth.  
Another practical contribution of this research is the suggestion that, in general, rather 
than one singular social media stream (e.g., Twitter, LinkedIn) being preferred across all 
sectors and in all situations, a professional will tend to use or not use a technology to the 




extent she or he believes it will help the individual perform her/his job better.  Thus each 
professional will choose the social media tool with the best fit for the current or 
immediate goal(s).  
1.2 Research Context 
In this research, absorptive capacity is examined at the level of the individual and thus 
responds to a previous call for greater research by Lane, Koka and Pathak (2006) for the 
W┝;ﾏｷﾐｷﾐｪ ﾗa ｷﾐSｷ┗ｷS┌;ﾉ Iﾗｪﾐｷデｷﾗﾐふゲぶ ;ゲ デｴｷゲ ｷゲ デｴW H;ゲｷゲ ﾗa ; aｷヴﾏげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞く  
Lane, Koka and Pathak (Ibid.) were exploring a broadening of the work done by Cohen 
and Levinthal (1990).  Additionally, it seems as though individual cognition is a critical 
internal driver of absorptive capacity, as suggested by Lane, Koka and Pathak (2006) and 
Cohen and Levinthal (1990).   
TｴW ヴWゲW;ヴIｴ aﾗI┌ゲWゲ ﾗﾐ デｴW けIﾗｪﾐｷデｷ┗W H;ゲｷゲ aﾗヴ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞き ｷﾐ 
ヮ;ヴデｷI┌ﾉ;ヴが ヮヴｷﾗヴ W┝ヮWヴｷWﾐIWが ヮヴｷﾗヴ ヴWﾉ;デWS ﾆﾐﾗ┘ﾉWSｪWげ ;ﾐS Iﾗｪﾐｷデｷﾗﾐ ふﾉW;ヴﾐｷﾐｪ に up to the 
current moment) (Cohen & Levinthal 1990 128).  Given the widespread popularity of web-
based technologies (such as Facebook, Google+, LinkedIn and Twitter), exploring and 
understanding the effect of individual absorptive capacity (IAC) as it applies to the 
ｷﾐSｷ┗ｷS┌;ﾉげゲ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ ゲﾏ;ﾉﾉ ;ﾐS ﾏWSｷ┌ﾏ WﾐデWヴprises (SMEs) is fundamental in 
developing future understandings of absorptive capacity at the level of the individual.   
One approach to such studies on the effect of social media usage behaviour would be to 
explore its use by the SME owner as a tool for business growth. Importantly, the 
W┝ヮﾉﾗヴ;デｷﾗﾐ Iﾗ┌ﾉS ｷﾉﾉ┌ﾏｷﾐ;デW ┘ｴWデｴWヴ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ 
media has any impact in her or his daily work life.  




Increasingly, SME owners use social media as a tool for business growth because that is a 
demonstrated mechanism to connect with customers, suppliers, prospective employees, 
and other stakeholders (Raunier, Rawski, Yang & Johnson, 2014).  Social media allows 
breadth of reach into geographically remote areas (Schmidt and Keil, 2013), depth of 
reach into niche markets (Gates, 1999), and opens new channels of communication in 
aspects of business such as human resources, IT, management, operations, and R&D 
(Raunier et al. 2014). 
1.3 Structure of the Thesis 
This introductory chapter is followed by six further chapters.  Chapter 2 discusses the 
theoretical and historical data underpinning both cognitive psychology and web-based 
technologies, the latter evolving directly out of the foundational theories of learning 
initially explored.  The chapter finishes by setting a framework for the subsequent 
research area.  
Chapter 3 discusses in detail the conceptual framework.  It focuses first on the  influence 
ﾗa ｷﾐSｷ┗ｷS┌;ﾉ “ME ﾗ┘ﾐWヴゲげ ヮ;ゲデ W┝ヮWヴｷWﾐIWが ﾆﾐﾗ┘ﾉWSｪWが ;ﾐS Iﾗｪﾐｷデｷﾗﾐ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; 
on her/his current social media use in the workplace.  Secondly, the discussion focuses on 
the influence of absorptive capacity at the individual level leading to improved individual 
performance in the SME.  This leads to the research question and hypotheses: 
Research Question 1:  
What influence, if any, has individual absorptive capacity on willingness to follow a 
technologically enabled trend and individual predisposition toward accepting social media 
as a viable business tool leading to improved individual performance in the SME? 
 





H1a. Past experience positively impacts willingness to follow a technologically 
enabled trend and individual predisposition toward accepting social media 
as a viable business tool. 
H1b. Past knowledge positively impacts willingness to follow a technologically 
enabled trend and individual predisposition toward accepting social media 
as a viable business tool. 
H1c. Cognition positively impacts willingness to follow a technologically enabled 
trend and individual predisposition toward accepting social media as a 
viable business tool. 
H2. Individual absorptive capacity influences individual performance in the SME 
but might be positively moderated by willingness to follow a 
technologically-enabled trend and individual predisposition toward 
accepting social media as a viable business tool.  
Chapter 4 discusses the overall research methodology, model and design, tables and 
figures, and analysis methods. Chapter 5 is the Global Entrepreneurial Monitor 
(GEM) data and sample where the quantitative data are explained and the models  
are diagrammed. Chapter 6 presents the case studies, each with a thematic focus 
and real-world application. Chapter 7 summarizes the research findings,  
contributions, limitations, and future research opportunities.   
The next chapter, Chapter 2, is the literature review. 




Chapter 2: A Review of Theories of Learning and Adoption   
of Web-Based Technologies by Organizations, Actors, 
Teams and SMES 
 
2.1        Overview of the Chapter  
This chapter first focuses on theories of learning, such as those pioneered by Thorndike 
(1913), Piaget (1971), and Bandura (1977) before shifting to examine the adoption and 
use of web-based technologies.  These latter evolve directly out of the foundational 
theories of learning initially explored.  And finally, the chapter completes by setting a 
framework for the subsequent research area.  More specifically, in section 2.2., relevant 
theories of learning are reviewed and defined, establishing varied frameworks which can 
influence the behavioural mechanism by which web-based technologies are evaluated 
and deemed valuable.  
In section 2.3., adoption of web-based technologies in the context of organizations, 
actors, teams, and SMEs is defined.  The definition is informed by perspectives including 
information technology (IT), technological innovation, social and behavioural sciences, 
strategic and organizational management, and entrepreneurship.  These perspectives 
help construct an interdisciplinary definition of online technologies that connects the 
benefits of adopting these technologies to the context of organizations, actors, teams, 
and SMEs. By synthesizing perspectives that focus either on the benefits of adopting web-
based technologies or the context of use, the literature of adoption of online technologies 
is categorized into two areas: conceptual and empirical studies. In section 2.4., 
consideration is given to the theoretical antecedents of absorptive capacity in order to 
gain greater understanding of theoretical developments within contemporary research.  




In section 2.5., the benefits of big corporations adopting online technologies are situated 
in a contemporary context.  In this context, the historical evolution of technological 
breakthroughs that spring from emergent trends, and the benefit to the corporations is 
delineated.  In section 2.6., the benefits of adopting online technologies by actors (e.g., 
CEOs) and teams are situated in the context of the workplace.  Here the catalyst for 
behavioural change by the CEO and/or amongst the members of teams is described.  
In section 2.7., the benefits of SMEs adopting online technologies are situated within the 
different contexts of their existing business environments.  In those contexts, the factors 
that influence social media usage by SME owners are delineated, as are the connections 
and relationships between them.    
2.2        Theories of Learning 
Theories of learning have provided an increasingly accurate understanding of the 
mechanisms that underlie human learning and performance.  For purposes of this 
ヴWゲW;ヴIｴが ﾉW;ヴﾐｷﾐｪ ｷゲ SWaｷﾐWS ;ゲ ; さﾉﾗﾐｪ-term change in mental representations or 
;ゲゲﾗIｷ;デｷﾗﾐゲ ;ゲ ; ヴWゲ┌ﾉデ ﾗa W┝ヮWヴｷWﾐIWざ ふOヴﾏヴﾗS ヲヰヱヴ ヲヴぶく  There are three parts to the 
definition.  First, learning is a long-term change; it is not just a brief, transitory use of 
information に such as remembering a mobile number only long enough to call someone 
and then forgetting it に but the learning does not necessarily last forever. Second, 
learning involves mental representations or association and so presumably has its basis in 
the brain (cognition) and mental capacity (cognitivism). Learning is said to have occurred 
┘ｴWﾐ ｷデ ｷゲ ゲWWﾐ ヴWaﾉWIデWS ｷﾐ ; ヮWヴゲﾗﾐげゲ HWｴ;┗ｷﾗ┌ヴ ふTｴﾗヴﾐSｷﾆW ヱΓンヲ;が ヱΓヱンぶく  Third, learning 
ｷゲ ; Iｴ;ﾐｪW ;ゲ ; さヴWゲ┌ﾉデ ﾗa W┝ヮWヴｷWﾐIWざ ふOヴﾏヴﾗS ヲヰヱヴ ヲヴぶ ;ﾐS ｷゲ デｴW ﾏW;ﾐゲ デｴヴﾗ┌ｪｴ ┘ｴｷIｴ 
people acquire skills, knowledge, values, attitudes, and emotional responses. Learning is a 




cognitive process that brings together personal and environmental 
experiences/influences for acquiring, enriching, ﾗヴ ﾏﾗSｷa┞ｷﾐｪ ﾗﾐWげゲ ﾆﾐﾗ┘ﾉWSｪWが ゲﾆｷﾉﾉゲが 
attitudes, behaviour and world view. Theories of learning develop hypotheses that 
describe how this process takes place.  The scientific study of learning started in earnest 
at the dawn of the 20th century. Over the decades academics have proposed a number of 
theories to describe and explain this process. The dominant concepts and theories of 
learning include behaviourism, social cognitive theory, and cognitivism. Those three 
theories are explored next.       
2.2.1        Behaviourism  
The key Behaviourism thinkers including Thorndike (1932a, 1913), Pavlov (1927), and 
Skinner (1974) have hypothesised that learning is a change in observable behaviour 
caused by external stimuli in the environment. In Behaviourist theory, change in 
behaviour demonstrates some learning. However, rather than use the term さlearningざ 
(Ormrod 2014 35) Behaviouヴｷゲデゲげ ﾗaデWﾐ ゲヮW;ﾆ ﾗa さconditioningざ (Carlton 2016 2) as a 
universal learning process, dividing it into two types:  
ひ    Classic conditioning occurs when a natural reflex responds to a stimulus; and, 
ひ    Operant conditioning occurs when a response to a stimulus is reinforced. 
The key principle of Behaviourism is the reward or punishment of new behaviour, 
commonly described as the さcarrot and stickざ approach to learning (Carlton 2016). The 
theory states that rewarding someone for particular behaviour encourages him to behave 
in the same way in a similar situation: the reward reinforces behaviour. Conversely, if 
behaviour is punished, the subject is less likely to repeat it. In Behaviourism, people can 




learn not to do things as well as learn to do things. For practical skills, a Behaviourist 
approach often utilizes a tell-show-practice-reinforce sequence. This approach describes 
what will be learnt, demonstrates how it is done, gives the learner an opportunity to 
practice and uses reinforcement to refine behaviour. Rewards typically take the form of 
feedback.  
A key feature of Behaviourism is the fact that it is based on observable behaviours 
therefore making it easier to collect and quantify research data. However, there are many 
criticisms of the theory including assertions it ignores/excludes any purely cognitive input. 
For that reason Behaviourism is not as useful as Cognitivism for this research. The next 
theory under consideration is Social Cognitive Theory (SCT). 
2.2.2        Social Cognitive Theory     
Social Cognitive Theory (SCT) had initially been called さsocial learning theoryざ (Bandura 
2006, 1986, 1977; Rosenthal & Zimmerman 1978) to reflect the fact that a great deal of 
human learning involves watching and interacting with other people. SCT focuses on the 
ways in which people learn from observing one another. This perspective reflects a 
blending of Behaviourist concepts (e.g., reinforcement and punishment) and cognitive 
notions (e.g., awareness and expectations regarding response-consequence contingencies 
and memory codes). The following four principles underlie SCT. First, people can learn by 
observing both the behaviours of other individuals (modelling) and the outcomes that 
various behaviours bring about.  Athletic skills, aggression, and interpersonal behaviours 
are three situational examples of this observational learning.  Effective models are likely 
to be competent, prestigious, powerful, and to exhibit behaviours that are perceived to 
be さgender-appropriateざ ;ﾐS ヴWﾉW┗;ﾐデ デﾗ デｴW ﾗHゲWヴ┗Wヴげゲ ﾗ┘ﾐ ゲｷデ┌;デｷﾗﾐく Fﾗ┌ヴ IﾗﾐSｷデｷﾗﾐゲ 




are necessary for modelling to occur: attention, retention, motor reproduction, and 
motivation.   
Second, learning can occur without a change in behaviour. As mentioned earlier, 
behaviourists have traditionally defined learning as a change in behaviour, and from such 
a perspective no learning can occur unless behaviour does change. In contrast, social 
cognitive theorists argue that because people can learn through observation alone, their 
learning will not necessarily be reflected in their actions. Something learned at one time 
might be reflected in behaviour exhibited at the same time, at a later time, or never at 
all.    
Third, SCT proposes that although the environment influences behaviour, over time 
people begin to regulate their own actions.  People do so by developing their own 
standards for performance, observing and evaluating themselves on the basis of those 
standards, reinforcing or punishing themselves (even if only mentally and emotionally) for 
what they have or have not done, and ultimately self-reflecting on their past performance 
and current goals and beliefs.  
Last, individuals with high self-efficacy (those who believe they can perform successfully 
in particular activities or domains) are more likely to choose challenging activities, exert 
effort and persist at those activities, and exhibit high levels of achievement over the long 
run. Self-efficacy can HW Wﾐｴ;ﾐIWS デｴヴﾗ┌ｪｴ WﾐIﾗ┌ヴ;ｪｷﾐｪ ﾏWゲゲ;ｪWゲが ﾗデｴWヴゲげ successes, 
ふWゲヮWIｷ;ﾉﾉ┞ ヮWWヴゲげぶ ｪヴﾗ┌ヮ ﾗヴ デW;ﾏ ;IIﾗﾏヮﾉｷゲｴﾏWﾐデゲが ;ﾐS ﾏﾗゲデ ｷﾏヮﾗヴデ;ﾐデﾉ┞が ﾗﾐWげゲ ﾗ┘ﾐ 
successes. However, because SCT focuses on the ways in which individuals learn from 
observing one another it is not as useful for this study as cognitivism, which focuses on 
デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮヴｷﾗヴ W┝ヮWヴｷWﾐIWが ﾆﾐﾗ┘ﾉWSｪWが ;ﾐS ﾏWﾐデ;ﾉ I;ヮ;Iｷデ┞ ふBﾗ┌S, Cohen & Walker 




1993). At this point, the theoretical emphasis pivots directly toward Cognitivism for the 
purpose of explaining its suitability to this research under discussion.  
To recap the dominant theories of learning:  Behaviourists focus largely on the roles of 
environmental conditions (stimuli) and observable behaviours (responses) in learning; 
while SCT provides a window into such mental processes as expectations, attention, and 
self-efficacy. Despite the fact those theories have helped researchers gain insight into the 
ways in which individuals learn, they are not as useful as Cognitivism for this research. 
Cognitivism has greater utility for this research because of its emphasis on the importance 
of experience, knowledge, problem-solving, and diversity of background. What follows 
next is a discussion focused on the notion of absorptive capacity (IAC), an aspect of 
experience.  
The premise of the notion of absorptive capacity is that both the individual and the 
organization need prior related knowledge to assimilate and use new knowledge. Studies 
in the area of cognitive and behavioural sciences both justify and enrich this. However, 
absorptive capacity at the level of the individual has received less research. To address 
that, this study looks at the cognitive basis for individual absorptive capacity (IAC) based 
on past experience, prior related knowledge, and development of insight.    
2.2.3        Cognitivism 
Cognitivism に also known as cognitive psychology に is the study of a さwide variety of 
ｴ┌ﾏ;ﾐ ﾏWﾐデ;ﾉ ヮｴWﾐﾗﾏWﾐ;ざ ┌ゲｷﾐｪ ﾗHﾃWIデｷ┗W ゲIｷWﾐデｷaｷI ﾏWデｴﾗSゲ ふOヴﾏヴﾗS ヲヰヱヴ ヲヶぶく “ｷﾐIW 
the early 1960s cognitivism has been the predominant perspective within which learning 
research has been conducted and theories of learning evolved. Research in the area of 
cognitive and behavioural sciences at the individual level both justify and enrich the 




observation that learning comes from memory, motivation, thinking, and 
reflection.  “デ┌SｷWゲ ゲ┌ｪｪWゲデ デｴ;デ ﾉW;ヴﾐｷﾐｪ ｷゲ SWヮWﾐSWﾐデ ﾗﾐ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾏWﾐデ;ﾉ 
capacity.  Cognitivists look directly at the cognitive processes in order to consider how 
people perceive, interpret, remember, and in other ways think about environmental 
events.  Cognitivists believe that learning is an internal process that depends on the 
ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾏWﾐデ;ﾉ I;ヮ;Iｷデ┞ ふ‘WW┗W ヲヰヱヲぶが ﾏﾗデｷ┗;デｷﾗﾐ ふCヴ;ｷﾆ わ LﾗIﾆｴ;ヴデ ヱΓΑヲぶが ;ﾐS 
determination (Craik & Tulving 1975).    
Although cognitivists such as Piaget (1962) and Brunner (1966) have different emphases, 
both believed that learning is a result of experience and is demonstrated through a 
change in knowledge and understanding.  Reeve (2012) points out that learners receive 
new information, take it on-board, store it in their memory, relate it to existing ideas and 
information that they already have, index it (like a filing system), and retrieve it so that 
they can find it in their memories later when they need it.  
In cognitivism, learning is the process of connecting the pieces of knowledge in 
meaningful and memorable ways and cognitivists are more concerned with the process 
than the product.  Research on memory development suggests that accumulated prior 
experience and prior knowledge increases both the ability to put new knowledge into 
memory (what is referred to as acquisition of knowledge or learning) and the ability to 
recall and use it.  
2.2.4       Theoretical Antecedents of Absorptive Capacity 
The following subsections explore individual factors that combine to create both IAC and 
the circumstances for it to be applied. 




2.2.4.1        Prior Experience  
With respect to prior experience, Boud, Cohen and Walker (1993) propose that learning 
always relates, in one way or another, to what has gone before.  There is never a clean 
slate on which to begin; unless new knowledge and new experience link to prior 
experience, they exist as abstractions, isolated and without meaning.  Bower and Hilgard 
(1981) suggest that learning is normally experienced as a seamless whole; there is a large 
degree of continuity across bodies of knowledge that are organized and expressed in 
similar ways.  Ormrod (2014 151) points out that the German word Gestalt, roughly 
translated, means さstructured wholeざ.  Structure is not necessarily inherent in a situation; 
instead, the individual imposes structure by mentally organizing the whole experience in 
order to learn.  Much writing about learning has treated it as if it existed in different 
domains which are separated from each other. Boud, Cohen and Walker (1993) point out 
that a common division is between the cognitive (concerned with thinking), the affective 
(concerned with values and feelings), and the conative or psychomotor (concerned with 
action and doing).  Although it can at times be useful to think of these different aspects of 
learning, no one aspect is discrete and independent of the others and no one aspect 
should generally be privileged over the rest.  Boud, Cohen and Walker (Ibid.) assert the 
impossibility of dissociating the learner from his or her contexts, from the processes in 
which they have been involved, or from their past experiences.  What a person is 
attracted toward, what a person avoids, and how a person gets tasks done are dependent 
on how the person responded in his or her past. This learning from experiences which had 
positive or negative influence stimulates or suppresses new learning.  In the first instance, 
past experiences may encourage risk taking and entering into new territory for 
exploration.  AﾉデWヴﾐ;デｷ┗Wﾉ┞が ヮ;ゲデ W┝ヮWヴｷWﾐIWゲ ﾏ;┞ ｷﾐｴｷHｷデ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ヴ;ﾐｪW ﾗa IｴﾗｷIWゲ 




or ability to respond to opportunities.  As a consequence of positive past experience, 
there may be a transfer of learning across bodies of existing knowledge that are organized 
and expressed in similar ways.  Ellis (1965) points out that past experience or 
performance on one learning task may influence and improve performance on some 
subsequent learning task.  The effect of prior learning experience on subsequent learning 
tasks has been observed on a variety of tasks. For instance, Venkatesh, Thong and Xu 
(2012) found that adult consumers who have prior experience using mobile Internet 
technology have found it easier to learn how to use more advanced technologies such as 
Twitter and texting.  Adult consumers learned the new innovation much more effectively, 
in part, because they better appreciated the semantics of various programming 
concepts.    
2.2.4.2        Prior Related Knowledge          
With regard to prior related knowledge, Ormrod (2014) points out that it is in long-term 
memory where important information is stored for a relatively long period of time.  It 
includes both memory for specific experiences and さgeneral knowledge that has been 
gleaned from experiences ﾗ┗Wヴ デｴW ┞W;ヴゲざ ふTWﾉﾉ┗ｷｪ ヱΓΓン ヱΓΓヱぶく “ﾗﾏW ﾗa デｴW デｴｷﾐｪゲ ゲデﾗヴWS 
in long-term memory may be easily retrievable, whereas others, even though they may 
ultimately (subconsciously) influence individual behaviour, may be difficult or even 
impossible to bring into conscious awareness (Ellis 1994; Gabrieli, Keene, Zarella & 
Poldrack 1997).  The literature on long-term memory theorizes the capacity of long-term 
memory as unlimited. Ormrod (2014) has suggested that the more knowledge already 
stored in long-term memory, the easier it is to store more knowledge.  Some 
psychologists suggest that prior knowledge enhances learning because memory に the 




storage of knowledge に is developed by associative learning in which events are recorded 
in memory by establishing linkages with pre-existing concepts.  Related pieces of 
information tend to be associated together. Ultimately, probably every piece of 
knowledge is either directly or indirectly connected with every other piece.  If the 
knowledge is processed in some fashion (by being repetitively accessed, for instance) it 
;ヮヮW;ヴゲ デﾗ ヴWﾏ;ｷﾐ ｷﾐ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾏWﾏﾗヴ┞く  Attention involves the selection of certain 
stimuli in the environment for further processing.  Attention is influenced by several 
stimulus characteristics (e.g., size, intensity, novelty, incongruity, emotion, and personal 
significance), and to what people pay attention (the effective stimulus) is not always what 
observers believe catches their attention to (the nominal stimulus).  Attentional capacity 
is limited: individuals usually cannot pay attention to more than one demanding task at 
any given time. Information that is attended to moves on to working memory (also called 
short-term memory) where it is actively processed.  Information that undergoes further 
processing (e.g., integration with previously stored knowledge) moves on to long-term 
memory. Long term-memory appears to have the capacity to hold a great deal of 
information for a relatively long period of time, without the individual realizing it. 
2.2.4.3    Meaningful Learning 
Individuals can connect new information to prior knowledge only when they actually have 
knowledge that relates to the things they are learning.  Ausubel, Novak, and Hanesian 
(1978) point out that one of the most important factors influencing long-term memory  
is what a person already knows.  By relating new information to knowledge already stored 
in their long-term memory, individuals find meaning in the information.  The term for that 
ヮヴﾗIWゲゲ ｷゲ さﾏW;ﾐｷﾐｪa┌ﾉ ﾉW;ヴﾐｷﾐｪざ ふOヴﾏヴﾗS ヲヰヱヴ ヲヰヲぶ and it is what people refer to when 




they talk about comprehension or understanding.  Meaningful learning appears to 
facilitate both storage and retrieval; information is stored more quickly (Anderson 2005) 
and remembered more easily (Craik 2006; Mayer 1996). Learners who have a large body 
of information already stored in long-term memory have more ideas to which they can 
relate their new experiences and new knowledge, and so can more easily engage in such 
processes as meaningful learning.   
2.2.4.4        Cognition  
Cognition is the study of human thought processes. Cognition is learning up to the current 
time ;ﾐS ｷゲ ｷﾐaﾉ┌WﾐIWS H┞ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾆﾐﾗ┘ﾉWSｪW ﾗa ｴｷゲ ﾗヴ ｴWヴ ﾗ┘ﾐ デｴｷﾐﾆｷﾐｪ ;ﾐS 
ﾉW;ヴﾐｷﾐｪ ヮヴﾗIWゲゲWゲく TｴW デWヴﾏ aﾗヴ デｴﾗゲW ヮヴﾗIWゲゲWゲ ｷゲ さﾏWデ;Iﾗｪﾐｷデｷﾗﾐざ ふOヴmrod 2014 364) 
┘ｴｷIｴ ;ヴW ゲｷﾏｷﾉ;ヴ デﾗ さｷﾐデヴ;-ゲ┌HﾃWIデｷ┗W Iﾗｪﾐｷデｷﾗﾐゲざ ふFｷゲIｴWヴ わ ‘W┌HWヴ ヲヰヱヱ ヴぶく Aゲ PWデWヴゲﾗﾐ 
(1988) and Whittrock (1994) point out, the more metacognitively sophisticated the 
learner, the higher his or her achievements are likely to be.  Social learning theorists and 
cognitivists alike have portrayed effective learning in a similar manner に as a process of 
setting goals, choosing learning theories that are likely to help one achieve those goals, 
and then re-W┗;ﾉ┌;デｷﾐｪ デｴW ヴWゲ┌ﾉデゲ ﾗa ﾗﾐWげゲ Waaﾗヴデゲく Tｴｷゲ ﾉW;ヴﾐｷﾐｪ ヮヴﾗIWゲゲ ｷゲ ﾆﾐﾗ┘ﾐ ;ゲ さゲWﾉa-
ヴWｪ┌ﾉ;デｷﾗﾐざ ふOヴﾏヴﾗS ヲヰヱヴ ンヲヲぶ ;ﾐS ｷﾐIﾉ┌SWゲ ゲWﾉa-efficacy and self-motivation. With the 
general understanding of theories of learning in hand the next section reviews the general 
ﾉｷデWヴ;デ┌ヴW ﾗa デｴW デWヴﾏ けﾗﾐﾉｷﾐW デWIｴﾐﾗﾉﾗｪｷWゲげく  
2.3        A Review of the Term さOnline Technologiesざ 
Diverse disciplines shed light on online technologies, but each one only partially 
illuminates this phenomenon. Ambiguity that revolves around the concept of online 
technologies is due to the fact that varied disciplines define the concept at different levels 




of analysis.  First, from an IT perspective, online technologies refer to Internet/Web 2.0 
technologies which Kaplan and Haenlein (2010 60) suggest is the さplatform whereby 
content and applications are continuously modified by all users in a participatory and 
Iﾗﾉﾉ;Hﾗヴ;デｷ┗W a;ゲｴｷﾗﾐざく  K;ヮﾉ;ﾐ ;ﾐS H;WﾐﾉWｷﾐ ふIHｷSく ヶヱぶ SWaｷﾐW ﾗﾐﾉｷﾐW デWIｴﾐﾗﾉﾗｪｷWゲ ;ゲ さ; 
group of Internet-based applications that build on the ideological and technological 
foundations of Web 2.0 and that allow the creation and exchange of User Generated 
CﾗﾐデWﾐデざく 
“WIﾗﾐSが aヴﾗﾏ ゲﾗIｷ;ﾉ ヮゲ┞Iｴﾗﾉﾗｪ┞が ﾗﾐﾉｷﾐW デWIｴﾐﾗﾉﾗｪｷWゲ ヴWaWヴ デﾗ デｴW デWヴﾏ さWWH ヲくヰざ ┘ｴｷIｴ 
Baxter (2015) points out is the social participation of the web; the term is used to 
describe how individuals interact in a collective and social capacity through the use of 
web technologies. 
Third, from a strategic and organizational management perspective, online technologies 
ヴWaWヴ デﾗ デｴW さデﾗﾗﾉゲ ;ﾐS IﾗﾐﾐWIデｷ┗ｷデ┞ ﾗa デｴW Sｷｪｷデ;ﾉ ;ｪWざ ふG;デWゲ 2005 6) where the flow of 
ｷﾐaﾗヴﾏ;デｷﾗﾐ I;ﾐ HW さ;デ デｴW ゲヮWWS ﾗa デｴﾗ┌ｪｴデざ ふG;デWゲ ヱΓΓΓ ヵぶく  This concept builds on 
G;デWゲげ ふIHｷSくぶ ｷSW; デｴ;デ ﾗﾐﾉｷﾐW デWIｴﾐﾗﾉﾗｪｷWゲ ヮヴﾗ┗ｷSW ; ┘;┞ aﾗヴ H┌ゲｷﾐWゲゲWゲ デﾗ W;ゲｷﾉ┞ ﾗHデ;ｷﾐが 
share, and act on information in new ways that allow for communication, connection, and 
collaboration between users when using any Internet-based mobile applications (apps) 
built on Web 2.0.  
Fourth, from media research, online technologies refer to the various forms of media 
content that are available and created by end users (Cook 2008).  Media content ranges 
from low, which would be simple text-only exchanges such as blogs and wikis, to high, 
which would try to replicate all dimensions of face-to-face interactions such as Facebook, 
YouTube, Skype and webcasts.  From an entrepreneurial perspective, Lee and Jones 




(2008) suggest online technologies refer to all the innovative ways technology 
revolutionized the computer industry to give workers greater access to the flow of 
tangible knowledge.  
Fifth, from technological innovation, Kaplan and Haenlein (2010 61) refer to online 
デWIｴﾐﾗﾉﾗｪｷWゲ H┞ デｴW デWヴﾏ さsocial mediaざ because it describes the various forms of media 
content that are publicly available and created by end-users.  Kaplan and Haenlein (Ibid. 
62) refer デﾗ ゲﾗIｷ;ﾉ ﾏWSｷ; ;ゲ さヮﾉ;デaﾗヴﾏゲ デﾗ a;Iｷﾉｷデ;デW ｷﾐaﾗヴﾏ;デｷﾗﾐ ;ﾐS ┗ｷヴデ┌;ﾉ IﾗﾐデWﾐデ-
ゲｴ;ヴｷﾐｪ HWデ┘WWﾐ ┌ゲWヴゲざく  “ｴ;┌ ;ﾐS Gｷﾉﾉ┞ ふヲヰヱンぶ SWaｷﾐW ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ;ゲ さbehaviour 
by individuals and small/medium/large communities as they share, co-create, discuss and 
modify user-ｪWﾐWヴ;デWS IﾗﾐデWﾐデくざ Cﾗﾗﾆ ふヲヰヰΒ ヵぶ SWゲIヴｷHWゲ ゲﾗIｷ;ﾉ ﾏWSｷ; ;ゲ ;ﾐ ｷﾐﾐﾗ┗;デｷ┗W 
ﾗヮデｷﾗﾐ aﾗヴ ｷﾐSｷ┗ｷS┌;ﾉゲ デﾗ ┌ゲW aﾗヴ さゲWﾉa-presenting and self-disclosing behaviourざく  Examples 
of this are Skype, YouTube, and Webcasts because media content is high and indivｷS┌;ﾉゲげ 
social presence is achieved. 
“ﾗIｷ;ﾉ ヮヴWゲWﾐIW ｷゲ SWaｷﾐWS ;ゲ デｴW さ;Iﾗ┌ゲデｷIが ┗ｷゲ┌;ﾉが ;ﾐS ヮｴ┞ゲｷI;ﾉ Iﾗﾐデ;Iデ デｴ;デ I;ﾐ HW 
;IｴｷW┗WS ﾗヴ ;ﾉﾉﾗ┘WS デﾗ WﾏWヴｪWざ ふ“ｴﾗヴデが Wｷﾉﾉｷ;ﾏゲ わ CｴヴｷゲデｷW ヱΓΑヶ ヴぶ HWデ┘WWﾐ デ┘ﾗ 
communication partners.  For instance, a person with a high degree of social presence is 
generally seen as being sociable, warm, and personable, whereas a person with a low 
degree of social presence is generally seen as colder, less personable, and unsocial.  Social 
media use is a behaviour influenced not only by relationship factors such as among close 
friends, group members, work colleagues, or with complete strangers (Shau & Gilly 2013), 
but also by factors that change over short periods, such as social presence, where the 
higher the social presence the larger the social influence; and self-disclosure, where 




predispositions, thoughts, feelings, likes, and dislikes are disclosed (Venkatesh & Davis 
2000).  
Fﾗヴ デｴW ヮ┌ヴヮﾗゲW ﾗa デｴｷゲ ゲデ┌S┞が デｴW デWヴﾏゲ さﾗﾐﾉｷﾐW デWIｴﾐﾗﾉﾗｪｷWゲざ ;ﾐS さゲﾗIｷ;ﾉ ﾏWSｷ;ざ ;ヴW 
considered synonymous and used interchangeably in the sections to follow. With the 
general definition in hand, the next section reviews the general literature about adoption 
of online technologies by organizations, actors, teams and SMEs.  
2.3.1    Adoption of Online Technologies by Organizations, Actors, Teams, and SMEs  
First, the general literature on adoption of online technologies by organizations, actors, 
teams and SMEs is both vast and diverse, having been considered through a variety of 
SｷaaWヴWﾐデ さﾉWﾐゲWゲざ に from the study of a single big enterprise to a global study of SMEs, 
and from the different philosophical and theoretical perspectives embraced by the 
academic disciplines of economics, finance, geography, management, psychology, and 
sociology.  
Second, the general literature also spans a wide range of countries and therefore reflects 
the fact that adoption of online technologies is a global phenomenon.  Despite the best 
efforts of these many researchers, however, and arguably because the issue has been 
considered from so many perspectives, no one model has yet been identified which can 
successfully establish whether a predisposition exists at the individual level for the use of 
online technologies as a viable business tool by the individual SME ownerねalthough 
numerous studies have discovered a variety of variables affecting acceptance of 
technology, including ease of use, facilitating conditions, motivation, perceived ease of 
use, results demonstrability, and self-efficacy (Venkatesh, Thong & Xu 2012; Luo, Chea & 




Chen 2011; Venkatesh, Morris, Davis & Davis 2003; Yi, Jackson, Park & Probst, 2006; 
Venkatesh & Davis 2000; Davis 1989).  
Third, the general literature is largely quantitative and draws heavily from the 
organizational level. It also tends to be limited to a consideration of the organizational 
benefit of adopting a few online technologies (e.g., Facebook, Twitter, and YouTube) 
rather than considering the benefits of the adoption of many social media by individual 
SME owners.  Consequently, while there is a great deal of information explaining how 
social media affects the organization as a whole, there is limited literature that really 
seeks to explore what are the benefits of the adoption of online technologies by SMEs. 
More specifically, what are the benefits of social media use at the individual level when 
certain choices (e.g., to follow a technologically-enabled trend; as a viable business tool) 
are made?  
These distinctions are also reflected to a large extent in the Strategic Management 
literature, with studies concentrating on technology and information flow in organizations 
all around the world.  Two broad themes dominate.  First, the largest body of work 
concerns the organizational challenges and opportunities of social media, the knowledge-
workers whose value added depends heavily on information, and the revolutionary 
changes due to technology, such as Internet/Web 2.0 platform and connectivity, and the 
ways in which these changes influence organizations to revise their approach to strategic 
management at work.  
The second and relatively recent addition to the literature stems from the growing 
awareness of shifting values and social norms, in general, and the exploration of 
behavioural options facilitated by technological trends, which may lead to changes in how 




fundamental values are manifested, in particular.  The second theme concerns itself with 
understanding what is unchanged or what continues to be foundational in this period of 
revolution.  The one constant is that the primary driver of economic growth and 
development continues to be innovation in general and technological innovation in 
particular.  
These studies largely relate to organizational analysis in three areas: i) changes brought 
about because of technology, ii) questioning whether past experience and knowledge and 
past assumptions about organizational strategies apply in the present, and iii) the shifting 
ﾗa デｴW ┘ﾗヴﾉSげゲ SWﾏﾗｪヴ;ヮｴｷI ヮﾗヮ┌ﾉ;デｷﾗﾐ ;ゲ さGWﾐWヴ;デｷﾗﾐゲ Y ;ﾐS )ざ  were the first 
generations to be raised in the era of digital immersion/Web ンくヰが さMｷﾉﾉWﾐﾐｷ;ﾉゲざ (the 
generation that has grown up with social networks and YouTube, デｴW さNWデ GWﾐWヴ;デｷﾗﾐざ) 
the generation that has grown up with the Internet/Web 2.0 and is entering the 
┘ﾗヴﾆヮﾉ;IW ┘ｴｷﾉW デｴW さB;H┞ BﾗﾗﾏWヴゲざ (the generation that has grown up with the 
Internet/Web 1.0) are entering retirement age (Mason 2014).    
Interestingly, in their conceptual research on strategic and organizational management, 
HWﾉa;デ ;ﾐS PWデWヴ;a ふヲヰヰΓぶ ヮヴﾗヮﾗゲWS デｴ;デ デｴW ┘ﾗヴﾉSげゲ WIﾗﾐﾗﾏ┞ W┗ﾗﾉ┗WS ;ﾐS ゲｴｷaデWS ;┘;┞ 
from traditional forms of tangible economic drivers such as plants, machinery and real 
estate to a modern economy driven by the use of intangible resources such as past 
experience (Ellis 1965; Estes 1970), innovation, and past related knowledge (Bower & 
Hilgard 1981).  Likewise, Schmidt and Keil (2013) conclude that experience, innovation, 
and knowledge are vital to the internal function of the organization, yet the value of these 
resources is unmeasured at the individual level.  When these latter resources are utilized 
by SME owners within the workplace the effect can be powerfully enabling to the owner. 




The resources can allow the individual to perceive opportunities and respond to 
environmental trends, sense competitor challenges, listen to consumers, and act with 
insight (Gates 1999).  
DWゲヮｷデW デｴｷゲ ヮヴﾗヮﾗゲｷデｷﾗﾐが ;I;SWﾏｷIゲ aﾗﾉﾉﾗ┘ｷﾐｪ HWﾉa;デ ;ﾐS PWデWヴ;aげゲ ふヲヰヰΓぶ ヮWヴゲヮWIデｷ┗W 
have typically not investigated the benefits of SMEs adopting online technologies as a 
strategic business tool, and have instead focused on the organization-wide resources to 
grow the enterprise (Henry 2013; Adams 2011; Ambrosini & Bowman 2009; Easterby-
Smith, Lyles & Peteraf 2009).  Although these organization-wide resources contribute 
important outcomes which drive organizational growth and competitiveness in the 
marketplace (Barrales, Molina, Bustinza, Guiterrez & Guiterrez 2013), only a minority of 
research has sought to examine the benefits of individual experience, innovation and 
knowledge on individual performance within the SME.  
The lack of connection between an acknowledgement of the value found in the individual 
perspective and focused research to operationalize this value leads to the intent to 
explore different enterprises in industry for the purpose of measuring these individual 
resources (Schmidt & Keil 2013; Grégoire, Barr & Shepherd 2010; King & Zeithaml 2003). 
This research explores the use of online technologies by SME owners within diverse 
industries for the purpose of considering why the relationship between individual 
absorptive capacity and individual performance in the SME is and how this is the case.  To 
further the exploration, the next section provides useful typologies of online 
technologies.     
 
 




2.3.2         Types of Online Technologies    
Historically, online technologies include Usenet (Truscott & Ellis 1979) and Open Diary 
(Abelson 1997).  Usenet is a worldwide discussion system that allowed Internet users to 
control the messages they posted to the public.  Open Diary was an early social 
networking site that gathered online diary writers into one community.  Usenet and Open 
Diary are examples of the early conceptual evolution of the World Wide Web referred to 
;ゲ さWWH ヱくヰざ ふB;┝デWヴ ヲヰヱヵ ヱぶが さデヴ;Sｷデｷﾗﾐ;ﾉ ﾏWSｷ;ざ ふMWヴヴｷﾉﾉが L;デｴ;ﾏが “;ﾐデ;ﾉWゲ; わ N;┗Wデデ; 
ヲヰヱヱ ヱぶが ;ﾐS さゲデ;デｷI ┘WHざ (Kaplan & Haenlein 2010 63), and relate to the web of the late 
1970s, which offered a one-way experience in which media outlets broadcast information 
for public consumption.   
Baxter (2015 1) suggests it was the advent of Flash technology and how it was applied on 
デｴW ┘WH デｴ;デ IヴW;デWS デｴW ﾐW┘ IﾗﾐIWヮデ ヴWaWヴヴWS デﾗ ;ゲ さWWH ヲくヰざ ;ﾐS ゲｷｪﾐｷaｷWS デｴW 
HWｪｷﾐﾐｷﾐｪゲ ﾗa デｴW さゲﾗIｷ;ﾉ ┘WHくざ Iﾐ Iﾗﾐデヴ;ゲデが Oげ‘Wｷﾉﾉ┞ ふヲヰヰΑ ヲヴぶ ゲ┌ｪｪWゲデゲ デｴ;デ ; デWIｴﾐﾗﾉﾗｪ┞ 
I;ﾉﾉWS ‘W;ﾉﾉ┞ “ｷﾏヮﾉW “┞ﾐSｷI;デｷﾗﾐ ふ‘““ぶ ｷゲ デｴW ヴW;ゲﾗﾐ aﾗヴ デｴW デWヴﾏ さWWH ヲくヰざ and refers to it 
;ゲ デｴW さﾉｷ┗W ┘WHくざ  Oげ‘Wｷﾉﾉ┞ ふIHｷSくぶ ;ゲゲWヴデゲ デｴ;デ ‘““ ;ﾉﾉﾗ┘ゲ ┘WH ┌ゲWヴゲ デﾗ ;SS ﾐW┘ IﾗﾐデWﾐデ 
and new sites.  As users do this their content is bound into the structure of the web by 
other users discovering it and linking to it.  Much as synapses form in the brain, with 
associations becoming stronger through repetition or intensity, the web of connections 
grows organically as an output of the collective activity of all web users.  Kaplan and 
Haenlein (2010 61) point out that both Adobe Flash and RSS are necessary for the 
functioning of Web 2.0.      
TｴW HWｪｷﾐﾐｷﾐｪゲ ﾗa WWH ヲくヰ IﾗｷﾐIｷSWS ┘ｷデｴ デｴW ┌ゲW ﾗa デｴW デWヴﾏゲ さゲﾗIｷ;ﾉ ゲﾗaデ┘;ヴWざ ふ“ｴｷヴﾆ┞ 
ヲヰヰン ヱぶ ;ﾐS さゲﾗIｷ;ﾉ ﾏWSｷ;ざ ふOげ‘Wｷﾉﾉ┞ ヲヰヰヴ ンぶく  Social software is software that supports 




ｪヴﾗ┌ヮ さIﾗﾏﾏ┌ﾐｷI;デｷﾗﾐが IﾗﾗヮWヴ;デｷﾗﾐが Iﾗﾉﾉ;Hﾗヴ;デｷﾗﾐが ;ﾐS IﾗﾐﾐWIデｷﾗﾐざ ふCﾗﾗﾆ ヲヰヰΒ ンΑぶく 
Social media is a set of software tools that are designed to support online social 
networking and knowledge sharing (Baxter 2015; Kaplan & Haenlein 2010).  Unlike 
traditional media, social media offers a two-way interactive experience.  Consumers of 
social media, unlike consumers of traditional media, can interact instantly and directly 
with the originators, originating organizations, or authors of the proffered information.  
The gradual application of social media use in organizations has been associated with 
what is known as Enterprise 2.0 (McAfee 2006).  The term refers to the use of social 
media tools inside an organization or between organizations, their stakeholders, and their 
customers.  Conceptually, Enterprise 2.0 is associated with how social media tools inside 
organizations can support social and organizational changes within the organization 
(Baxter 2015).  As Cook (2008) points out, Enterprise 2.0 organizations are companies that 
have modified their working practices and routines to accommodate the use of Web 2.0 
technologies in the workplace.  Learning is being enhanced and is supporting a shift away 
from individual learning to social learning in terms of how employees share knowledge, 
collaborate, and communicate at work (Baxter 2015). 
Organizations that choose to adopt an Enterprise 2.0 strategy need to ensure that the 
social media tools they use are those that coincide with their business goals.  Three of the 
most established types of social media tools that have the potential to assist 
organizations through supporting communications and knowledge sharing are wikis, 
online discussion forums, and blogs.  Wikis are collaborative websites that allow users to 
add, remove, and change text-based content.  Some wiki examples are the online 
encyclopaedia Wikipedia (from which the name originates as a shortened, colloquial 




name), company intranets, community sites, and the social bookmarking web service 
Delicious (Kaplan and Haenlein 2010).     
Fﾗヴ┌ﾏゲ ふｷくWくが ﾗﾐﾉｷﾐW さH┌ﾉﾉWデｷﾐ Hﾗ;ヴSゲざぶ ;ヴW ┌ゲWS aﾗヴ ｷﾐaﾗヴﾏ;デｷﾗﾐ ゲｴ;ヴｷﾐｪ ;ﾐS Iﾗﾉﾉ;Hﾗヴ;デｷﾗﾐく 
Online forums allow a user to post a message for others to read and to which others can 
respond.  The topics posted on online forums are known as threads, and the replies are 
known as posts.  Online forums, in contrast to wikis, do not normally allow posts or 
threads to be modified once added.  The exception might be in the case of a moderator 
whose job, whether as paid or volunteer staff, is to oversee the use of the forum.  The 
structure of an online forum also differs from that of a wiki; threads in online forums are 
typically arranged in descending chronological order from the most recently posted 
message.    
Bﾉﾗｪゲ ふﾗヴ さ┘WH ﾉﾗｪざ ﾃﾗ┌ヴﾐ;ﾉゲが ゲｴﾗヴデWﾐWS デﾗ さHﾉﾗｪざ H┞ Wﾏヮhasizing certain letters に web 
log) represent the earliest form of social media and are special types of websites that 
usually display date-stamped entries in reverse chronological order (Cook 2008).  The 
traditional blog features posts by its owner/author デｴ;デ ;ヴW デ┞ヮｷI;ﾉﾉ┞ さHWデ┘WWﾐ ヴヰヰ ;ﾐS 
1000 words long, while the typical microblog entry or posting is much shorter に often less 
デｴ;ﾐ ヲヰ ┘ﾗヴSゲざ ふMWヴヴｷﾉﾉが L;デｴ;ﾏが “;ﾐデ;ﾉWゲ; わ N;┗Wデデ; ヲヰヱヱ ヱヰぶく  Blogs are the social 
media equivalent of personal web site or paｪWゲ SWゲIヴｷHｷﾐｪ デｴW さﾏﾗﾏWﾐデ-by-moment 
ヮｷIデ┌ヴW ﾗa デｴW ;┌デｴﾗヴげゲ デｴﾗ┌ｪｴデゲ ;ﾐS aWWﾉｷﾐｪゲ ;Hﾗ┌デ ┘ｴ;デげゲ ｴ;ヮヮWﾐｷﾐｪ ヴｷｪｴデ ﾐﾗ┘がざ デ┌ヴﾐｷﾐｪ 
the Web from a collection of static documents into a running conversation between 
people, either one-to-one or one-to-many (Tapscott & Williams 2010 12).  The most 
aヴWケ┌WﾐデWS ﾏｷIヴﾗHﾉﾗｪ ヮﾉ;デaﾗヴﾏゲ ;ヴW F;IWHﾗﾗﾆげゲ ゲデ;デ┌ゲ ┌ヮS;デWゲ aW;デ┌ヴW ;ﾐS T┘ｷデデWヴが H┌デ 
there are more than 111 such sites worldwide (Baxter 2015). 




Popularity of the log concept に combined with the growing availability of high-speed 
Internet access に has led to the creation of content communities and social networking 
sites.  The main objective of content communities is the sharing of media content 
between users.  For instance, the microblogging platform Twitter (founded in 2006) 
allows individuals to send messages known as さtweetsざ about the things that interest 
them, as well as さretweetざ the tweets of others, sharing them widely to amplify the reach 
and messaging (Baxter 2015 3).  Other content communities include BookCrossing and 
Goodreads for people to share books, Flickr for photos, SlideShare for PowerPoint 
presentations, and YouTube for videos.  
Social networking sites include LinkedIn (2003), MySpace (2003), Facebook (2004), Google 
+ (2011), and Nextdoor (2001).  For instance, Facebook was initially founded by Mark 
Zuckerberg to stay in touch with his fellow students from Harvard University (Baxter 
2015).  MySpace is where the German sports apparel manufacturer Adidas allows visitors 
to access product reviews, order elite customized soccer cleats and shoes, and find 
ｷﾐaﾗヴﾏ;デｷﾗﾐ ﾗﾐ ヮヴﾗaWゲゲｷﾗﾐ;ﾉ ゲﾗIIWヴ ヮﾉ;┞Wヴゲ ┘ｴﾗ ヮﾉ;┞ ┌ゲｷﾐｪ さデｴWｷヴざ ゲｴﾗWゲ ふｷくWくが ゲﾗIIWヴ ゲｴﾗWゲ 
ordered/used by customers) (Kaplan & Haenlein 2010 64).  
2.3.3        Theoretical Antecedents of Online Technologies 
Before considering adoption of online technologies it is helpful to gain an understanding 
of the theoretical antecedents of social media.  Beginning with Theory of Reasoned Action 
(TRA) (Fishbein & Ajzen 1975), research in social psychology has shown that behaviour is 
HWゲデ ヮヴWSｷIデWS H┞ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ;デデｷデ┌SW デﾗ┘;ヴS デｴW HWｴ;┗ｷﾗ┌ヴ ふゲ┌Iｴ ;ゲ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ 
media), rather than his or her attitude toward the objects involved in the behaviour (such 
as the social media itself).  FｷゲｴHWｷﾐ ;ﾐS Aﾃ┣Wﾐげゲ ふヱΓΑヵぶ デｴWﾗヴ┞ ｴas shown that a positive 




evaluation of a new technology may be a necessary, but not always sufficient, condition 
for system acceptance.  Recognition of the importance of their findings (Ibid.) has been 
evident in the quantity of research focused on examination of the determinants of 
information technology acceptance.  
Fｷヴゲデが ‘ﾗｪWヴゲげ ふヱΓΒンぶ デｴWﾗヴ┞ ﾗa Dｷaa┌ゲｷﾗﾐ ﾗa Iﾐﾐﾗ┗;デｷﾗﾐゲ ｷﾐIﾉ┌SWゲ ; ﾏWデ;-analysis of a 
variety of innovations studied in diverse contexts, such as the adoption of family planning 
and new agricultural techniques.  ‘ﾗｪWヴゲげ ┘ﾗヴﾆ ふIHｷSくぶ I;ﾐ HW Iｴ;ヴ;IデWヴｷ┣WS ;ゲ ;ﾐ 
information-centric view of diffusion of innovation.  According to Rogers (1995), 
information about the existence of innovations flows through social systems where 
potential adopters are situated.  This information is processed by adopters to form 
perceptions about the characteristics of the innovation; such perceptions, amongst other 
contextual factors, then serve as the drivers for innovation adoption decisions.  
Second, Moore and Benbas;デげゲ ふヱΓΓヱぶ デｴWﾗヴ┞ ﾗa PWヴIWｷ┗WS Cｴ;ヴ;IデWヴｷゲデｷIゲ ﾗa Iﾐﾐﾗ┗;デｷﾗﾐ 
(PCI) extended the set of perceptions proposed by Rogers (1983) to include seven 
perceived characteristics of an innovation (relative advantage, compatibility, complexity, 
observability, trialability, image, and voluntariness of use) as predictors of information 
technology (IT) adoption behaviour.  
TｴｷヴSが ;ﾉデｴﾗ┌ｪｴ ‘ﾗｪWヴゲげ ﾏﾗSWﾉ ふヱΓΒンぶ ｴ;ゲ HWWﾐ ┌デｷﾉｷ┣WS デﾗ ヮヴWSｷIデ ;ﾐS W┝ヮﾉ;ｷﾐ デWIｴﾐﾗﾉﾗｪ┞ 
diffusion in the contexts of information systems (IS) innovations, in the domain of 
ｷﾐaﾗヴﾏ;デｷﾗﾐ デWIｴﾐﾗﾉﾗｪ┞ ふITぶ ゲヮWIｷaｷI;ﾉﾉ┞が D;┗ｷゲ ふヱΓΒΓぶ ;ﾐS VWﾐﾆ;デWゲｴ ;ﾐS D;┗ｷゲげゲ ふヲヰヰヰぶ 
Technology Acceptance Models (TAM and TAM2 respectively) (Appendix p.167) have 
garnered significant empirical support over the decades to become well-established 
models for predicting user acceptance in the workplace.  




The Technology Acceptance Model (TAM) (Davis 1989) derives its theoretical roots from 
social psychology where it compares favourably with the above-mentioned alternative 
models of Theory of Reasoned Action (TRA) (Fishbein & Ajzen 1975) and the theory of 
Planned Behaviour (TPB) (Ajzen & Fishbein 1991).  Per TAM (Davis 1989; Davis, Bagozzi & 
Warshaw 1989), the effects of external variables (e.g., system characteristics, 
development process, training) on intention to use are mediated by perceived usefulness 
and perceived ease of use.  
According to TAM (Davis 1989), perceived usefulness is also influenced by perceived ease 
of use because, other things being equal, the easier the system is to use the more it will 
be used.  In TAM (Davis 1989; Davis, Bagozzi & Warshaw 1989), attitude serves as a key 
mediating construct between beliefs and usage intentions, although perceived usefulness 
is also hypothesized as exhibiting a direct effect on intentions in addition to its indirect 
effect through attitude.  
Fﾗ┌ヴデｴが Aｪ;ヴ┘;ﾉ ;ﾐS Pヴ;ゲ;Sげゲ ふヱΓΓΒぶ IﾗﾐIWヮデ┌;ﾉ ヮ;ヮWヴ ｴ;ゲ ヮヴﾗヮﾗゲWS デｴW Iﾗﾐゲデヴ┌Iデ 
Personal Innovativeness in the domain of Information Technology (PIIT) theory to further 
illuminate the relationships explicit in TAM (Davis 1989; Davis, Bagozzi & Warshaw 1989). 
Tｴｷゲ デｴWﾗヴ┞ ｴ;ゲ HWWﾐ SWaｷﾐWS ;ゲ さデｴW ┘ｷﾉﾉｷﾐｪﾐWゲゲ ﾗa ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉ デﾗ デヴ┞ ﾗ┌デ ;ﾐ┞ ﾐW┘ 
ｷﾐaﾗヴﾏ;デｷﾗﾐ デWIｴﾐﾗﾉﾗｪ┞ざ ふAｪ;ヴ┘;ﾉ わ Pヴ;ゲ;S ヱΓΓΒぶく  Specifically, PIIT has been 
hypothesized to exhibit moderating effects on the antecedents as well as the 
consequences of individual perceptions about a new information technology.  
Fifth, TAM2 (Venkatesh & Davis 2000) extends TAM (Davis 1989; Davis, Bagozzi & 
Warshaw 1989) to include additional key determinants ﾗa TAMげゲ ふD;┗ｷゲ ヱΓΒΓき D;┗ｷゲが 
Bagozzi & Warshaw 1989) perceived usefulness and usage intention constructs, and to 




understand how the effects of these determinants change with the target system. 
Venkatesh and Davis (2000) tested the basic TAM relationship (Davis 1989; Davis, Bagozzi 
& Warshaw 1989) with tests for mediation and moderation using longitudinal data 
collected from four different systems at four different locations two involving voluntary 
usage and two involving mandatory usage.  Results strongly indicate that all hypotheses 
were supported by all studies at all points of measure.  For instance, social influence 
processes (subjective norm, voluntariness, and image) and cognitive mental processes 
(job relevance, output quality, result demonstrability, and perceived ease of use) 
significantly mediated user acceptance.  Additionally, internalization (subjective norm) 
was moderated by experience whereas the image に usefulness relationship 
(identification) was not.  
Sixth, social cognitive theory (SCT) (Bandura 1986) has become one of the most powerful 
theories of human behaviour.  Compeau and Higgins (1995a) employed SCT to study 
performance; while Compeau and Higgins (1995b) applied and extended SCT to the 
context of computer utilization.  The nature of the model and the underlying theory has 
allowed it to be extended to acceptance and use of information technology in general. 
The original model of Compeau and Higgins (Ibid.) has used usage as a dependent 
variable, but Venkatesh, Moore, Davis and Davis (2003) have examined the predictive 
validity of the SCT model in the context of intention and usage.  Results show self-efficacy 
and anxiety to be conceptually and empirically distinct from effort expectancy (perceived 
ease of use).  Self-efficacy and anxiety have been modelled as indirect determinants of 
intention fully mediated by perceived ease of use.  




“W┗Wﾐデｴが ヴWゲ┌ﾉデゲ aヴﾗﾏ VWﾐﾆ;デWゲｴが Tｴﾗﾐｪ ;ﾐS X┌げゲ ふヲヰヱヲぶ ゲデ┌S┞ ﾗﾐ ;IIWヮデ;ﾐIW ;ﾐS ┌ゲW ﾗa 
technology (UTAUT2) in a consumer context found that experience using mobile internet 
acted as a moderator on pleasurable usage, price value, and habit.  The findings (Ibid.) 
extended the unified theory of acceptance and use of technology (UTAUT) to include use 
of social media by the consumer as end user.   
2.4        A Review of Theoretical Antecedents of Absorptive Capacity (AC) 
Under the umbrella of business and organizations, the field of strategic management is 
firmly established as an academic area of study. Owing to its roots as a more applied area, 
strategic management has traditionally focused on business concepts that affect 
organizational performance.  The field of strategic management is eclectic in nature, with 
emphasis on prominent theories developed and the corresponding methodologies 
employed in past and current strategic management research.  As mentioned above, the 
W;ヴﾉ┞ Wﾏヮｴ;ゲｷゲ ﾗﾐ ;ﾐ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ｷﾐデWヴﾐ;ﾉ IﾗﾏヮWデｷデｷ┗W ヴWゲﾗ┌ヴIWゲ I;ﾐ HW デヴ;IWS デﾗ 
Barnard (1938), Selznick (1957), and Penrose (1959).  B;ヴﾐ;ヴSげゲ ふヱΓンΒぶ SWデ;ｷﾉWS W┝ヮﾗゲｷデｷﾗﾐ 
of the cooperation and organization in business firms, as well as the individual managerial 
functions and processes therein, provided a solid foundation upon which subsequent 
works in strategic management were built.   
TｴW ｷﾏヮﾗヴデ;ﾐIW ﾗa さSｷゲデｷﾐIデｷ┗W IﾗﾏヮWデWﾐIWざ ;ﾐS ﾉW;SWヴゲｴｷヮ Wﾏヮｴ;ゲｷ┣WS ｷﾐ “Wﾉ┣ﾐｷIﾆげゲ 
ふヱΓヵΑぶ ゲデ┌S┞ ﾗa ;Sﾏｷﾐｷゲデヴ;デｷ┗W ﾗヴｪ;ﾐｷ┣;デｷﾗﾐゲ IﾗｷﾐIｷSWS ┘Wﾉﾉ ┘ｷデｴ W;ヴﾉ┞ ゲデヴ;デWｪ┞ ゲIｴﾗﾉ;ヴゲげ 
aﾗI┌ゲ ﾗﾐ aｷヴﾏゲげ ｷﾐデWヴﾐ;ﾉ ゲデヴWﾐｪデｴゲ ;ﾐS ｷﾐSｷ┗ｷS┌;ﾉ ﾏ;ﾐ;ｪWヴｷ;ﾉ I;ヮ;HｷﾉｷデｷWゲ ふHﾗゲﾆｷゲゲﾗﾐ ヱΓΓΓぶく 
Penrose (1959) related firm growth and diversification to the inherited resources a firm 
possesses-especially individual managerial capacities.  In contrast, early strategy 
researchers such as Ansoff (1965) and Learned, Christensen, Andrews and Guth (1969, 




1965) were predominantly concerned with identifyiﾐｪ デｴW さHWゲデ ヮヴ;IデｷIWゲざ デｴ;デ 
contributed to the success of the firm (Hoskisson 1999).  
Between the early development of the field in the 1960s and the rise of the resource-
based-view (RBV) in the 1980s, developments in the field of industrial organization (IO) 
economics began in the 1970s.  Industrial organization roots based on Bain (1956, 1968) 
;ﾐS M;ゲﾗﾐ ふヱΓンΓぶ ┘WヴW SW┗WﾉﾗヮWS ﾏﾗヴW a┌ﾉﾉ┞ ｷﾐ PﾗヴデWヴげゲ ふヱΓΑンが ヱΓΒヰが ヱΓΒヵぶ ┘ﾗヴﾆく  For 
W┝;ﾏヮﾉWが PﾗヴデWヴげゲ ふヱΓΑンぶ ｷﾐS┌ゲデヴｷ;ﾉ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐ WIﾗﾐﾗﾏｷIゲ ﾉWS デﾗ デｴW SW┗Wﾉﾗヮﾏent of 
research on strategic groups where firms are classified into categories of strategic 
similarity within and differences across groups.  PﾗヴデWヴげゲ ふヱΓΒヰぶ Fｷ┗W FﾗヴIWゲ MﾗSWﾉ 
specifies the various aspects of an industry structure, provides a useful analytic tool to 
;ゲゲWゲゲ ;ﾐ ｷﾐS┌ゲデヴ┞げゲ ;デデヴ;Iデｷ┗WﾐWゲゲが ;ﾐS a;Iｷﾉｷデ;デWゲ IﾗﾏヮWデｷデﾗヴ ;ﾐ;ﾉ┞ゲｷゲく  
The ability for a firm to gain competitive advantage, according to Porter (1980, 1985, 
1996), rests mainly on how well it positions and differentiates itself in an industry.  The 
collective effects of the five forces determine the ability of firms in an industry to make 
profits.  To Porter (1980, 1985), the five forces embody the rules of competition that 
determine industry attractiveness and help determine a competitive sデヴ;デWｪ┞ デﾗ さIﾗヮW 
┘ｷデｴ ;ﾐS ｷSW;ﾉﾉ┞が デﾗ Iｴ;ﾐｪW デｴﾗゲW ヴ┌ﾉWゲ ｷﾐ デｴW aｷヴﾏげゲ a;┗ﾗ┌ヴざ ふPﾗヴデWヴ ヱΓΒヵ ヴぶく 
The field of strategic and organizational management is largely concerned with how firms 
generate and sustain competitive advantage while facilitating strategic change.  Economic 
theory holds that in the normal course (and in the absence of market imperfections) 
abnormal economic rents (monopoly) will get competed away by rivals or new entrants to 
an industry.  One view concerning the importance of resources for competitiveness is 
embodied in the resource-based view (RBV) of the firm (Barney 1991).  




2.4.1        The Resource-Based View (RBV) Theory 
B;ゲWS ﾗﾐ デｴW ‘BVが ; aｷヴﾏげゲ ゲデﾗIﾆ ﾗa ┗;ﾉ┌;HﾉWが ヴ;ヴWが ｷﾐｷﾏｷデ;HﾉW ;ﾐS ﾗヴｪ;ﾐｷ┣;デｷﾗﾐ;ﾉ ふV‘IOぶ 
resources are a significant source of competitive advantage (Barney 1997).  The RBV 
theory suggests that there can be heterogeneity among firms that allow some of them to 
sustain competitive advantage.  Therefore, the RBV emphasizes strategic choice, and 
Iｴ;ヴｪｷﾐｪ デｴW aｷヴﾏげゲ ﾏ;ﾐ;ｪWﾏWﾐt with the important tasks of identifying, developing and 
deploying key resources to maximize returns.  
Helfat, Finkelstein, Mitchell, Peteraf, Singh, Teece and Winter (2007) point out that VRIO 
resources include a wide range of material, human, and functional capabilities through 
which the firm can generate revenue.  In addition, Lichtenstein and Brush (2001 38) 
ｷSWﾐデｷa┞ ┘ｴ;デ デｴW┞ SWゲIヴｷHW ;ゲ さゲ;ﾉｷWﾐデ ヴWゲﾗ┌ヴIWゲざ aﾗヴ aｷヴﾏゲが ┘ｴｷIｴ ｷﾐIﾉ┌SWぎ I;ヮｷデ;ﾉが 
organizational systems/structures, management know-how, technology, physical 
ヴWゲﾗ┌ヴIWゲが ﾉW;SWヴゲｴｷヮが I┌ﾉデ┌ヴW ;ﾐS さｷﾐaﾗヴﾏ;ﾉ ゲ┞ゲデWﾏゲくざ  In their conceptual paper, 
Colombo and Piva (2008) argue that VRIO resources are sometimes more specifically 
categorized as financial, physical, human, and organizational resources.  
Human capital delivers functional capabilities (such as accounting, production, R&D) as 
well as the capability to innovate (e.g., original and creative thinking) and the capability to 
solve organizational problems (e.g., insight, analysis and critical thinking skills) (Colombo 
& Piva 2008).  However, Lichtenstein and Brush (2001) and others (Lockett, Cave, Kerr & 
Robinson 2009) contend that while resources are necessary to deliver capability, the RBV 
of competitive advantage is considered too static to explain how firms create new 
capabilities to exploit opportunities within dynamic market environments.  Pfeffer and 




Salancik (1978) posit that resources are assets to be deployed creatively in order to 
(re)configure opportunities.  
Organizations confronted with changing markets or changing technologies must develop 
ﾐW┘ I;ヮ;HｷﾉｷデｷWゲ デﾗ ;┗ﾗｷS デｴW ヮヴﾗHﾉWﾏ ﾗa さIﾗヴW ヴｷｪｷSｷデｷWゲざ ふLWﾗﾐ;ヴS-Barton 1994 118), 
which are the opposite of core capabilities.  さD┞ﾐ;ﾏｷI I;ヮ;HｷﾉｷデｷWゲざ デｴ┌ゲ ヴWaWヴゲ デﾗ デｴW 
endogenous ability to create innovative responses to an exogenous changing business 
environment, which can initially seem untenable (Helfat & Peteraf 2003 1001).  A key to 
navigating this duality lies in considering the third area to emerge from the strategic and 
organizational management field: dynamic capability. 
2.4.2        Dynamic Capabilities Theory 
Zahra and George (2002 ΓヱΒぶ SWaｷﾐW S┞ﾐ;ﾏｷI I;ヮ;HｷﾉｷデｷWゲ ;ゲ さデｴW ;HｷﾉｷデｷWゲ デﾗ ヴWIﾗﾐaｷｪ┌ヴW ; 
aｷヴﾏげゲ ヴWゲﾗ┌ヴIWゲ ;ﾐS ヴﾗ┌デｷﾐWゲ ｷﾐ デｴW ﾏ;ﾐﾐWヴ Wﾐ┗ｷゲｷﾗﾐWS ;ﾐS SWWﾏWS ;ヮヮヴﾗヮヴｷ;デW H┞ ｷデゲ 
priﾐIｷヮﾉW SWIｷゲｷﾗﾐ ﾏ;ﾆWヴふゲぶくざ HWﾉa;デ Wデ ;ﾉ ふヲヰヰΑぶ ヮﾗｷﾐデ ﾗ┌デ デｴ;デ デｴW WﾉWﾏWﾐデ ﾗa S┞ﾐ;ﾏｷI 
capabilities that involves shaping the market environment is entrepreneurial in nature. 
The entrepreneurial capabilities can be harnessed to continuously create, extend, 
uヮｪヴ;SWが ヮヴﾗデWIデが ;ﾐS ﾆWWヮ ヴWﾉW┗;ﾐデ デｴW WﾐデWヴヮヴｷゲWげゲ ┌ﾐｷケ┌W ;ゲゲWデ H;ゲWく TWWIW ふヲヰヰΑ 
1346) points out that dynamic capabilities reside in large measure with the top 
management team, but such action is not confined to large enterprises; it resides in 
さゲデ;ヴデ-uヮゲざ ;ﾐS ;デ デｴW ｷﾐSｷ┗ｷS┌;ﾉ ﾉW┗Wﾉ ｷﾐ さｷﾐSｷ┗ｷS┌;ﾉ-ﾗ┘ﾐWSざ WﾐデWヴヮヴｷゲWゲ ふｷくWくが “MEゲぶく  
TﾗSﾗヴﾗ┗; ;ﾐS D┌ヴｷゲｷﾐげゲ (2007; Appendix p. 164) conceptual framework advances the idea 
that dynamic capability is the antecedent to the concept of absorptive capacity and 
absorptive capacity is the antecedent to the concept of individual absorptive capacity, 
and this articulation drives much of the focus found in this research.  




2.4.3.        Absorptive Capacity Theory 
TWWIWげゲ ふヲヰヰΑ ヱンヲンぶ theoretical paper defines absorptive capacity as individual or 
WﾐデWヴヮヴｷゲW さｷﾐデ;ﾐｪｷHﾉW ヴWゲﾗ┌ヴIWゲ ﾗa ヮ;ゲデ W┝ヮWヴｷWﾐIWが ﾆﾐﾗ┘ﾉWSｪW ふHWｴ;┗ｷﾗ┌ヴぶが ;ﾐS 
cognition (learning up to the current moment) to recognize the value of new information, 
assimilate it, and commercially utilize it to benefit the indiviS┌;ﾉ ;ﾐSっﾗヴ WﾐデWヴヮヴｷゲWくざ 
Absorptive capacity theory provides a conceptual framework for hypothesizing the 
mediating and/or moderating role of managerial cognitive capacity in the relationships 
between dynamic capabilities of owner/managers and organizational performance (Helfat 
& Peteraf 2014; Teece 2007).  Cohen and Levinthal (1990), in seeking to explain individual 
absorptive capacity, referenced and used tools from the cognitive psychology literature. 
Cohen and Levinthal (Ibid. 128) were the first to use デｴW デWヴﾏ さｷﾐSｷ┗ｷS┌;ﾉ ;Hゲﾗヴヮデｷ┗W 
I;ヮ;Iｷデ┞ざ デﾗ ヴWaWヴ デﾗ デｴW ｷﾐSｷ┗ｷS┌;ﾉろゲ Iﾗｪﾐｷデｷ┗W H;ゲｷゲ aﾗヴ ┌デｷﾉｷ┣ｷﾐｪ ｴｷゲ ﾗヴ ｴWヴ ヮヴｷﾗヴ W┝ヮWヴｷWﾐIW 
and prior related knowledge to recognize new opportunities for new information (at least 
information that is new to him or her), understand it, and benefit from it in some way.  
This suggests that individual absorptive capacity plays a significant role in the 
development of absorptive capacity theory and understanding of dynamic capabilities. 
Helfat and Peteraf's (2014) conceptual treatment of the role of owner/managers has 
argued that individual cognition is vital to the advancement of dynamic capabilities. 
Despite this, with the exception of Park, Suh and Yang (2007) and Ko, Kirsch and King 
(2005), few studies have paid attention to the effects of individual absorptive capacity on 
individual performance in the SME.  Park, Suh and Yang (2007) have demonstrated that 
ｷﾐSｷ┗ｷS┌;ﾉ ┌ゲWヴゲげ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ｴ;ゲ ヮﾉ;┞WS ; ゲｷｪﾐｷaｷI;ﾐデ ヴﾗﾉW ｷﾐ ｷﾐaﾉ┌WﾐIｷﾐｪ ｴWヴっｴｷゲ 
performance when using enterprise resource planning (ERP) within the workplace.  The 




authors (Ibid.ぶ ｴ;┗W SWゲIヴｷHWS ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉ ┌ゲWヴげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ;ゲ デｴヴWW 
components: understanding, assimilating, and applying the knowledge in the ERP system. 
Additionally, Park et al (2007) have suggested that organizational support can moderate 
the relationship between the user and her or his ERP usage.   
 OデｴWヴ ゲデ┌SｷWゲ ｴ;┗W W┝;ﾏｷﾐWS デｴW WaaWIデ ﾗa ;ﾐ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ﾗﾐ 
organization performance, including the adoption of a new technology (Venkatesh 2014; 
Venkatesh & Davis 2000), the transfer of technological knowledge (Reagans & McEvily 
2003), the development of new products (Stock, Greis & Fischer 2001), and organizational 
learning (Lane, Salk & Lyles 2001; Lane & Lubatkin 1998).  
Boynデﾗﾐが )ﾏ┌S ;ﾐS J;IﾗHゲ ふヱΓΓヴぶ ｴ;┗W ;ゲゲWヴデWS デｴ;デ ; aｷヴﾏげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ヮヴﾗ┗ｷSWゲ 
the theoretical basis for comprehensive understanding of its usage of Information 
Systems (IS).  Zahra and George (2002) have offered the following two suggestions: firstly, 
absorptive capacity is an important factor for an organization to implement new IS 
successfully, and secondly, both organization-level prior knowledge and management 
support are critical.  
Individual absorptive capacity, however, does play a significant role in the recognition and 
acquisition of new knowledge process. Using the perspective of absorptive capacity 
theory, this paper develops a conceptual framework (Figure 1, following page) to explore 
デｴW HWﾐWaｷデゲ ﾗa デｴW “ME ﾗ┘ﾐWヴげゲ ┌ゲW ﾗa ﾗnline technologies.  For instance, this study 
considers what causes or originates the relationship between individual absorptive 
capacity (IAC) and individual performance in the SME (IPSME) and how this is the case.  
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From where does absorptive capacity come? A number of scenarios can contribute to 
existing knowledge gained over time, such as business relationships (Lichtenstein 2001); 
prior employment environments and situations (Baker 2003); education, training, 
volunteerism and/or life experience (Leonard-Barton 1994); social networks (friends, 
family, neighbours, colleagues and so on) (Jenssen & Koenig 2002); and customer and 
supplier networks (Boussouara 2002). 
What areas does existing theory span? Absorptive capacity spans theories of learning, 
innovation, managerial cognition, the knowledge-based view of the firm, dynamic 
capabilities, and coevolutionary theories (Volberda, Foss & Lyles 2010).  One view of 
;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ｷゲ WﾏHﾗSｷWS ｷﾐ Iﾗｪﾐｷデｷ┗W ;ﾐS HWｴ;┗ｷﾗ┌ヴ;ﾉ ゲデ┌SｷWゲ ;Hﾗ┌デ さﾉW;ヴﾐｷﾐｪ ;デ 
デｴW ｷﾐSｷ┗ｷS┌;ﾉ ﾉW┗Wﾉざ ふCﾗｴWﾐ わ LW┗ｷﾐデｴ;ﾉ ヱΓΓヰ ヱンヱぶく  Why the view at the individual level? 
Cohen & Levinthal (1990) point out that absorptive capacity is a multidimensional, 
multilevel construct and should be studied at the individual, firm, and interfirm levels of 
analysis; outside sources of knowledge are often critical to the innovation process, 
whatever the level at which the innovating unit is defined.  
Of the levels of analysis, the majority of empirical studies on absorptive capacity address 
either the firm level (Cohen & Levinthal 1990; Volberda 2010) or team level (Huber 1991; 
Tsai 2001).  While yielding a great deal of applicable data, there is less effort made to 
focus on an analysis by addressing absorptive capacity at the individual level.  This study 
considers whether cognitive theory of learning influences individual absorptive capacity 
and how this is the case.    




Why the focus on whether cognitive theory of learning influences individual-level 
absorptive capacity?  First, the premise of the concept of absorptive capacity is that the 
organization needs prior related knowledge and experience to assimilate and use new 
knowledge.  Studies in the area of cognitive and behavioural sciences at the individual 
level both justify and enrich this observation.  The academic literature on memory 
development suggests that accumulated prior related knowledge increases both the 
ability to put new knowledge into memory に what would be referred to as the acquisition 
of knowledge に and the ability to recall and use it.  Second, with respect to acquisition of 
knowledge, Bower and Hilgard (1981) have suggested that memory development is self-
reinforcing in that the more objects, patterns, and concepts that are stored in memory, 
the more readily is new information about these constructs acquired and the more facile 
is the individual in using them in new settings.  
Some psychologists have suggested that prior knowledge enhances learning because 
memory (the storage of knowledge) is developed by associative learning in which events 
are recorded into memory by establishing linkages with pre-existing concepts.  Thus, 
Bower and Hilgard (1981) have suggested that the breadth of categories into which prior 
related knowledge is organized, the differentiation of those categories, and the linkages 
across them permit individuals to make sense of and subsequently acquire new 
knowledge.  
Third, in the context of learning to use social media in the workplace, Anderson and 
Schwager (2004) suggested the problem in learning the process is not a result of lack of 
exposure to it but that to understand, for example, which buttons on the computer will 
give the outcome you have in mind (e.g., send a text to a supplier, view a training video 




on YouTube), much more information is needed than just exposure to the process: a 
sufficient amount of knowledge must first be accumulated. The same logic applies to the 
use of mobile devices.  
Indeed, the buttons on a mobile device represent words of vocabulary に a set of 
structures within the memory system に so the structures (knowledge) must exist before 
the buttons can be considered understood.  Anderson and Schwager (2004) have further 
suggested that knowledge may be nominally acquired but not well utilized subsequently 
because the individual did not already possess the appropriate contextual knowledge 
necessary to make the new knowledge fully intelligible.    
Fourth, in their study of opportunity recognition, Baron and Ensley (2006) show that 
W┝ヮWヴｷWﾐIWS “ME ﾗ┘ﾐWヴゲげ ﾗヮヮﾗヴデ┌ﾐｷデ┞ ヴWIﾗｪﾐｷデｷﾗﾐが ;ゲゲｷﾏｷﾉ;デｷﾗﾐが ;ﾐS IﾗﾏﾏWヴIｷ;ﾉ 
utilization is richer than novice SME owners.  This raises an interesting question: How 
does opportunity recognition at the individual level of SME owner occur?  One view about 
this occurrence is found in the importance of discernment and is embodied in the 
さIﾗｪﾐｷデｷ┗W ヮヴﾗIWゲゲ ﾗa ｷﾐSｷ┗ｷS┌;ﾉ ;Iデﾗヴゲざ ふGヴYｪﾗｷヴWが B;ヴヴ わ “ｴWヮｴWヴS ヲヰヱヰ ヴヱヵぶく  
Grégoire, Barr & Shepherd (2010) explain that when an individual encounters a new 
object, generally her or his first instinct is to discern whether anything in this new object 
resembles anything s/he has seen before (e.g., is the new information about new 
conditions in industry?  Is it a new technology?  Could its use lead to increased individual 
performance?  Could it lead to other forms of individual gain?).  The individual then 
mentally builds on the similarities s/he observes to better understand the new object, 
utilizes the knowledge, identifies a course of action, and either applies the knowledge 




toward a beneficial purpose or declines to apply the knowledge and lets the opportunity 
pass.  Therefore, opportunity recognition can be considered part of the cognition process.  
Easterby-Smith and Prieto (2008) assert that learning (i.e., cognition) processes have an 
integrative influence that can lead the SME owner to innovative use of resources in 
dynamic environments.  Zahra, Sapienza and Davidsson (2006) suggest that individual 
cognitive processes are central to the development and application of dynamic 
capabilities, while Ambrosini and Bowman (2009) propose individual cognition as a 
dynamic capability.  HWﾉa;デ ;ﾐS PWデWヴ;aげゲ ふヲヰヱヴ ヵぶ IﾗﾐIWヮデ┌;ﾉ ヮ;ヮWヴ Sヴ;┘ゲ aヴﾗﾏ 
organizational management, psychology, and strategic management to introduce the 
デWヴﾏ さﾏ;ﾐ;ｪWヴｷ;ﾉ Iﾗｪﾐｷデｷ┗W I;ヮ;Hｷﾉｷデ┞ざ デﾗ ﾏW;ﾐ さデｴW I;ヮ;Iｷデ┞ ﾗa デｴW ｷﾐSｷ┗ｷS┌;ﾉ 
owner/manager to obtain knowledge through thought, experience, and the senses for the 
purpose of performing mental activities for the long-ヴ┌ﾐくざ  Therefore, although different 
descriptions are used, the definition put forth by Grégoire, Barr & Shepherd (2010) is 
ゲｷﾏｷﾉ;ヴ ｷﾐ IﾗﾐIWヮデ デﾗ HWﾉa;デ ;ﾐS PWデWヴ;aげゲ ふヲヰヱヴぶ SWaｷﾐｷデｷﾗﾐく  Both opportunity recognition 
and performing mental activities can be considerWS ヮ;ヴデ ﾗa デｴW “ME ﾗ┘ﾐWヴげゲ Iﾗｪﾐｷデｷﾗﾐ 
process.  
AﾐﾗデｴWヴ ┗ｷW┘ ;Hﾗ┌デ デｴW ｷﾏヮﾗヴデ;ﾐIW ﾗa SｷゲIWヴﾐﾏWﾐデ ｷゲ WﾏHﾗSｷWS ｷﾐ デｴW デWヴﾏ さｷﾐデ;ﾐｪｷHﾉW 
ヴWゲﾗ┌ヴIWゲざ ┘ｴｷIｴ W;ﾉデﾗﾐ and Dawson (2001 ヴぶ SWaｷﾐWS ;ゲ さWﾏWヴｪWﾐデが ┌ﾐデﾗ┌Iｴ;HﾉWが 
ｷﾐ┗ｷゲｷHﾉW ┞Wデ I;ヮ;HﾉW ﾗa HWIﾗﾏｷﾐｪ ┗ｷゲｷHﾉWざく  Two examples of intangible resources are 
influence and reputation. Intangible resources allow the individual to contribute vital 
resources to the SME.  W;ﾉデﾗﾐげゲ ふIHｷSくぶ SWaｷﾐｷデｷﾗﾐ ﾗa ｷﾐデ;ﾐｪｷHﾉW ヴWゲﾗ┌ヴIWゲ ｷゲ ゲｷﾏｷﾉ;ヴ ｷﾐ 
concept when compared to Helfat and PeデWヴ;aげゲ ふヲヰヱヴぶ SWaｷﾐｷデｷﾗﾐぎ ｷぶ ｷﾐSｷ┗ｷS┌;ﾉ W┝ヮWヴｷWﾐIW 
(past and present), ii) innovation (such as a new idea, method or use) and iii) past 




knowledge (such as awareness, information or skills). To Helfat and Peteraf (2009) all 
three constructs are vital to the internal workings of most SMEs. 
Schmidt & Keil (2013) explain that individual absorptive capacity can be understood to be 
both internal within the individual and external in the fact that an SME owner will have 
had relatively similar experiences, an awareness of innovation, and familiar knowledge 
suitable to the enterprise, yet the individual will access information on a situation-by-
situation basis in order to assess the market position relative to the factors within the 
“ME ;ﾐSっﾗヴ デｴW I┌ゲデﾗﾏWヴゲげ SWﾏ;ﾐS for resource output (Hamaker 2007).  Teece (2007 
1343) claims that individual absorptive capacity can originate from the cognitive and 
IヴW;デｷ┗W ふさヴｷｪｴデ Hヴ;ｷﾐざぶ I;ヮ;IｷデｷWゲ ﾗa ｷﾐSｷ┗ｷS┌;ﾉゲく  
“デ┌SｷWゲ aｷﾐS ゲ┌ヮヮﾗヴデ aﾗヴ “ME ﾗ┘ﾐWヴゲげ ;Hｷﾉｷデ┞ デﾗ ｷﾐデWｪヴ;デW Sｷゲヮ;ヴ;デW bits of information 
(endogenous), objectively assess the business climate (exogenous), and use social media に 
the Internet-based and/or mobile technologies  (Kaplan & Haenlein 2010) に to send the 
bits of (often vital) content in real-time to networked individuals within the SME and /or 
the customers (Kraaijenbrink 2010; Priem & Cycyota 2001).  
The empirical study by Lane and Lubatkin (1998) of prior-related knowledge at the 
individual level finds support for individual absorptive capacity as a construct.  Further, 
Reagans and McEvily (2003) provide evidence that the individual absorbs knowledge 
more easily when s/he already has some common knowledge of a field or industry in 
terms of past experience, training, or background characteristics. 
Grégoire, Barr & Shepherd (2010) draw from strategic and organizational management 
research to propose that the discernment of opportunity-relevant patterns involves the 
process of obtaining knowledge through thought, experience, and the senses in effort to 




consider the resemblance between the information that is new to the individual 
compared to what is already known by the individual.   
Aゲ ; デWﾐデ;デｷ┗W ;ﾐゲ┘Wヴ デﾗ デｴW ケ┌Wゲデｷﾗﾐが さWｴ;デ ｷゲ ｷﾐSｷ┗ｷS┌;ﾉ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞いざ CﾗｴWﾐ 
and Levinthal (1990 131) offer the following definition:  
 The ability of the individual to apply prior experience, knowledge 
(behaviour), and/or cognition (learning) in order to pursue a new 
opportunity, and make sense of signals of change (e.g., new information 
about new conditions) to form beliefs regarding whether or not enacting a 
course of action to address this change could lead to net benefits (for 
instance, in terms of increased individual performance, profits, growth, 
competitive jockeying, and/or other forms of individual or enterprise 
gains). 
2.5        A Review of the Term Entrepreneur/Entrepreneurship  
Wｴ;デ SﾗWゲ デｴW デWヴﾏ さWﾐデヴWヮヴWﾐW┌ヴゲｴｷヮざ ﾏW;ﾐい HｷゲデﾗヴｷI;ﾉﾉ┞が WﾐデヴWヮヴWﾐW┌ヴゲｴｷヮ ｴ;ゲ ;デ ﾉW;ゲデ 
two meanings.  First, entrepreneurship refers to owning and managing a business, which 
Sternberg and Wennekers (2005) suggest is the occupational notion of entrepreneurship. 
Second, entrepreneurship refers to entrepreneurial behaviour in the sense of seizing an 
economic opportunity; this is the behavioural notion of entrepreneurship (Acs 2006).  The 
entreprene┌ヴが デｴWヴWaﾗヴWが ｷゲ さゲﾗﾏWﾗﾐW ┘ｴﾗ ゲヮWIｷ;ﾉｷ┣Wゲ ｷﾐ ﾏ;ﾆｷﾐｪ ﾃ┌SｪﾏWﾐデ;ﾉ SWIｷゲｷﾗﾐゲ 
;Hﾗ┌デ デｴW IﾗﾗヴSｷﾐ;デｷﾗﾐ ﾗa ゲI;ヴIW ヴWゲﾗ┌ヴIWゲざ ふC;ゲゲﾗﾐ ヲヰヰン ヲヲヶぶく  TｴW デWヴﾏ さゲﾗﾏWﾗﾐWざ 
Wﾏヮｴ;ゲｷ┣Wゲ デｴ;デ デｴW WﾐデヴWヮヴWﾐW┌ヴ ｷゲ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉき デｴW デWヴﾏ さﾃ┌SｪﾏWﾐデ;ﾉざ ｷﾏヮﾉｷWゲ デｴ;デ デｴW 
decision is likely not simply a routine application of a standard rule (Ibid.).  




The idea that the perception of opportunities is subjective, but opportunities are 
objective, has a long history going back to von Mises (1920) and Knight (1921) in the 
theory of entrepreneurship.  Interestingly, Knight (Ibid.) argues that the entrepreneur is 
the prime mover in the economic development of a country and her/his function is to 
innovate.  Iﾐ “Iｴ┌ﾏヮWデWヴげゲ ふヱΓンヴぶが ┗ｷW┘ デWIｴﾐｷI;ﾉ ゲﾆｷﾉﾉゲ ;ﾐS W┝ヮWヴデｷゲW ;ヴW ｷﾏヮﾗヴデ;ﾐデ ;ﾐS 
the exercise of intuition and strategy are particularly important.  Hayek (1937) made the 
distinction between risk, which is objective, and uncertainty, which is subjective, and 
identified uncertainty-bearing as the economic function of the entrepreneur.  Kirzner 
(1973) stressed how the entrepreneur recognizes disequilibrium and takes advantage of 
it, and in doing so puts into place the mechanism by which the economy moves back 
toward equilibrium.  Shackle (1972) points out that the entrepreneur is a maker of 
history, and is guided in making it by her or his judgment of possibilities within the 
environment and not by a calculation of certainties.  
Iﾐ C;ゲゲﾗﾐげゲ ふヲヰヰンぶ ┗ｷW┘が WﾐデヴWヮヴWﾐW┌ヴゲｴｷヮ ｷゲ ┘ｴ;デ ﾗII┌ヴゲ ;デ デｴW ｷﾐデWヴゲWIデｷﾗﾐ ﾗa ｴｷゲデﾗヴ┞ 
and technology.  This leads to two further concepts of entrepreneurship: First is the stock 
of technical knowledge; i.e., codified language and knowledge (Schumpeter 1934). Second 
is the technology opportunity set (Casson 2003), which consists of all remaining 
unexploited opportunities.  Entrepreneurial investment in new knowledge can increase 
デｴW デWIｴﾐﾗﾉﾗｪ┞ ﾗヮヮﾗヴデ┌ﾐｷデ┞ ゲWデ ;ﾐS ゲｴ;ヴヮWﾐ デｴW WﾐデヴWヮヴWﾐW┌ヴげゲ W┝WヴIｷゲW ﾗa ｷﾐデ┌ｷデｷﾗﾐが 
strategy and judgment.  
Iﾐ ;ﾐゲ┘Wヴｷﾐｪ デｴW ケ┌Wゲデｷﾗﾐが さWｴ;デ SﾗWゲ WﾐデヴWヮヴWﾐW┌ヴゲｴｷヮ ﾏW;ﾐいざ entrepreneurship can 
mean デｴW さ;Iデｷ┗ｷデ┞ デｴ;デ ｷﾐ┗ﾗﾉ┗Wゲ デｴW SｷゲIﾗ┗Wヴ┞が W┗;ﾉ┌;デｷﾗﾐ ;ﾐS W┝ヮﾉﾗｷデ;デｷﾗﾐ ﾗa 
opportunities by an individual within the existing economic, political, and social 




Wﾐ┗ｷヴﾗﾐﾏWﾐデゲ ﾗa ; Iﾗ┌ﾐデヴ┞ざ ふAI ヲヰヰヶ ヱンぶく  For potential entrepreneurs, the decision 
whether to start a business is also influenced by additional characteristics within the 
existing business environment.  Levie, Hart & Bonner (2014 103) refer to the conditions as 
ゲWWﾐ ｷﾐ デｴW さEﾐデヴWヮヴWﾐW┌ヴｷ;ﾉ Fヴ;ﾏW┘ﾗヴﾆ CﾗﾐSｷデｷﾗﾐゲざが ｷﾐ デｴW GﾉﾗH;ﾉ EﾐデヴWヮヴWﾐW┌ヴゲｴｷヮ 
Monitor Conceptual Model (GEM, 2006) (Figure 1).  
2.5.1        Global Entrepreneurship Monitor (GEM) Conceptual Model 
                Figure 1 
 
Source: Global Entrepreneurship Monitor (GEM) (2006)  
  
The next consideration is to see what other positive benefits individually owned SMEs 
contribute to the UK economy, and in what way(s) these benefits are contributed.  




2.6    A Review of SMEs Beneficial Contributions to the UK Economy 
What are some beneficial contributions made by SMEs to the UK economy?  What other 
positive effects do individually owned small enterprises contribute in the UK?  One 
perspective in entrepreneurial research by Venkataraman (1997) and Hayek (1945 121) 
ヮWヴゲﾗﾐｷaｷWゲ デｴW WaaWIデゲ ;ゲゲﾗIｷ;デWS ┘ｷデｴ さﾗヮヮﾗヴデ┌ﾐｷデｷWゲ ;ﾐS WﾐデWヴヮヴｷゲｷﾐｪ ｷﾐSｷ┗ｷS┌;ﾉゲざく  
Hayek (1945) specifically referred to day-to-day knowledge (and not necessarily to 
scientific knowledge), such as that associated with particular occupations; i.e., resources 
that are lying fallow, a better way of doing a particular job, the learning of a new 
technology, the discovery of a breakthrough in the laboratory that leads to a new 
technique, and the existence of a need in a particular segment of society.  The key is that 
デｴｷゲ ﾆﾐﾗ┘ﾉWSｪW ｷゲ SｷゲヮWヴゲWS ｷﾐ デｴW WIﾗﾐﾗﾏ┞ ;ﾐS ｷゲ ﾐﾗデ ; さｪｷ┗Wﾐざ ふVWﾐﾆ;デ;ヴ;ﾏ;ﾐ ヱΓΓ7 
ヱヲヲぶが ﾐﾗヴ ｷゲ ｷデ ;デ W┗Wヴ┞ﾗﾐWげゲ Sｷゲヮﾗゲ;ﾉく  Only a few people know about a particular scarcity, 
or a new innovation, or a particular resource not being put to best use.  The critical factor 
here is that some individuals discover some opportunities and others do not.     
Why do some individuals recognize opportunities and not others?  One answer from 
Venkataraman (1997) is that individuals recognize those opportunities related to 
information they already possess.  Iﾐ “ｴ;ﾐWげゲ ふヲヰヰヰぶ ヮWヴゲヮWIデｷ┗Wが デｴｷゲ ﾆﾐﾗ┘ﾉWSｪW is 
デ┞ヮｷI;ﾉﾉ┞ ｷSｷﾗゲ┞ﾐIヴ;デｷI HWI;┌ゲW ｷデ ｷゲ ;Iケ┌ｷヴWS デｴヴﾗ┌ｪｴ W;Iｴ ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾗ┘ﾐ IｷヴI┌ﾏゲデ;ﾐIWゲが 
including occupation, on-the-job routines, social relationships, and daily life.  Nelson and 
Winter (1982) suggest that because information is often distributed through an 
unpredictable, random process, some individuals may possess information through blind 
luck that others do not have.  As a result, at any given time only some individuals, and not 
others, will know about particular customer problems, market characteristics, innovative 




uses for technology, or the ways to create particular products or services.  It is this 
particular knowledge Kirzner (1985) points out, obtained in what Narayanan (2001 121) 
ヴWaWヴゲ デﾗ ;ゲ ; ヮ;ヴデｷI┌ﾉ;ヴ さﾆﾐﾗ┘ﾉWSｪW IﾗヴヴｷSﾗヴざ ┘ｴｷIｴ I;ﾐ ﾉead to opportunities for the 
individual SME owner to consider how it might be applied within her or his firm.  
Roberts (1991) holds the view that prior information (whether developed from work 
experience, education, or other means) influences the individuaﾉげゲ ;Hｷﾉｷデ┞ デﾗ IﾗﾏヮヴWｴWﾐSが 
extrapolate, interpret, and apply new information in ways that those individuals lacking 
that prior information cannot replicate.  The perspective held by Grégoire, Barr and 
“ｴWヮｴWヴS ふヲヰヱヰぶ ｷゲ デｴ;デ ｷデ ｷゲ デｴW “ME ﾗ┘ﾐWヴげゲ ヮヴｷﾗヴ W┝ヮerience, knowledge, and cognition 
that may allow に or hinder に her/his capacity to recognize opportunities.  These capacities 
to recognize, build upon, and integrate opportunities and subsequently reconfigure and 
competitively reposition individual or organizational resources and capabilities are 
SWaｷﾐWS H┞ HWﾉa;デ ;ﾐS PWデWヴ;a ふヲヰヱヴ ヲぶ ;ゲ さﾏ;ﾐ;ｪWヴｷ;ﾉ Iﾗｪﾐｷデｷ┗W I;ヮ;Iｷデ┞くざ  Additionally, 
HWﾉa;デ ;ﾐS PWデWヴ;a ふIHｷSくぶ W┝ヮ;ﾐS ﾗﾐ ┘ｴ;デ TWWIW ふヲヰヰΑ ヱンヲヲぶ ヴWaWヴゲ デﾗ ;ゲ さゲWﾐゲｷﾐｪ-seizing-
ヴWIﾗﾐaｷｪ┌ヴｷﾐｪざ ;Iデｷ┗ｷデｷWゲ ┘ｷデｴ ヴWｪard to whether or not the enterprise owner perceives the 
particular day-to-day knowledge acquired through the aforementioned knowledge 
corridor could lead to potential benefits (e.g., in terms of increased individual 
performance, competitive jockeying, and/or other forms of individual gain).  
2.7        Benefits of Adoption of Online Technologies by Large Corporations    
The use of online technologies is having a profound benefit on how corporations 
formulate their business strategies and business aims.  For instance, the global company 
Siemens AG wanted to encourage world-wide discussion and knowledge transfer of its 
business objectives. Initially, microblogging was implemented within one particular 




Sｷ┗ｷゲｷﾗﾐ ﾗa “ｷWﾏWﾐゲげ ｪﾉﾗH;ﾉ ゲ;ﾉWゲ aﾗヴIW ｷﾐ ﾗヴSWヴ デﾗ a;Iｷﾉｷtate learning. The implementation 
was successful.  Tｴｷゲ ヮ;┗WS デｴW ┘;┞ aﾗヴ デｴW ﾏWﾏHWヴゲ ﾗa “ｷWﾏWﾐゲげ ｪﾉﾗH;ﾉ Iﾗﾏﾏ┌ﾐｷデ┞ デﾗ 
positively support one another whilst facilitating the business objectives in a highly 
competitive environment (Müeller & Stocker 2011).  In short, one division of the sales 
force did it first, to facilitate learning.  AﾐS デｴWﾐ デｴW “ｷWﾏWﾐゲげ ｪﾉﾗH;ﾉ Iﾗﾏﾏ┌ﾐｷデ┞ ;SﾗヮデWS 
the practice, because it worked so well.  
Adoption of online technologies by large organizations has increased steadily over the 
past few years, with approximately 87% of Fortune 100 companies employing at least one 
major social platform to communicate with stakeholders (Burson-Marsteller 2012).   For 
instance, Guinan, Parise and Rollag (2014) point out that Telepresence technology is used 
by the high-tech firm Cisco to stream the live company presentations and discussions 
directly to desktops, as well as record them for later access via video on demand.  Cisco 
was able to quickly gain acceptance and use of the online technologies, and rapidly 
integrated them into its work processes.  
Bughin, Chui and James (2012) suggest that social media use can improve productivity 
and customer engagement.  Hanna, Rohm, and Crittenden (2011) assert that by linking 
the use of social media to the corporate goals, an organization can generate significant 
adoption and use, and become more innovative and productive, within a reasonable 
timeframe.  Fenwick, Leaver, Paderni and Blackburn (2011) claim that social platforms 
such as Jive, Facebook, and Twitter and social tools such as blogs, wikis and 
bookmarking/tagging radically change the ways in which organizations successfully 
collaborate with employees.  G┌ｷﾐ;ﾐが P;ヴｷゲW ;ﾐS ‘ﾗﾉﾉ;ｪげゲ ふヲヰヱヴぶ ヴWゲW;ヴIｴ ｴ;ゲ ゲｴﾗ┘ﾐ デｴ;デ 
online technologies can transform the way organizations work because the technology is 




built around improving relationships as well as heightening efficiencies.   For instance, the 
global automobile company Toyota created a vision for adoption of online technologies 
that put collaborative efforts at the centre of their go-to-market strategies.  When Toyota 
built extensive usage of social media technologies throughout the organization as part of 
its business strategy, it benefited by being more responsive to employees and consumers, 
and more innovative and competitive (Guinan, Parise & Rollag 2014).  
Kaplan & Haenlein (2010) point out that collaborative projects are trending toward 
becoming the main source of information and providing unique opportunities for 
employees.  For instance, Finnish handset manufacturer Nokia uses internal wikis to 
update employees on project status and to trade ideas; wikis are actively used by about 
20% of its 68,000 staff members (Ibid.).  Likewise, American computer software company 
Adobe Systems maintains a list of bookmarks to company-related websites and 
conversations on Delicious.  Automotive giant General Motors maintains a company blog 
to update employees, customers, and shareholders on developments the corporation 
considers to be important.  Discount Car Rental has greatly expanded its presence on 
Twitter to directly address customer complaints (Grégoire, Salle & Tripp 2015).   
How do other organizations begin adopting online technologies?  First, Guinan, Parise, 
and Rollag (2014) found that many successful companies use one of three strategies to 








Figure 2.         Adoption of Online Technologies by Large Organizations  
 
 
(Source: Adapted from Guinan, Parise & Rollag 2014 339) 
 
As illustrated in Figure 2, some organizations start from the bottom, relying on finding 
and enabling young experimenters to use social technologies to enhance their individual 
productivity. Other companies start with a middle-out approach, finding and helping 
corporate entrepreneurs to use social media to improve collaboration and cooperation on 
teams and projects. Finally, other companies find enlightened executives who are open to 
new technology and the potential of social technologies to strengthen their organizational 
culture.  
2.8        Benefits of adoption of online technologies by employees  
Enlightened executives are able to see the potential of social media use to help reinforce 
business strategy.  Mﾗゲデ ﾏ;ﾐ;ｪWヴゲ ヴWIﾗｪﾐｷ┣W デｴ;デ ｷﾐ デﾗS;┞げゲ IﾗﾏヮWデｷデｷ┗Wが ｪﾉﾗH;ﾉ WIﾗﾐﾗﾏ┞が 
companies that survive will be the ones that can find the most effective ways for 
employees, customers, suppliers, and other key stakeholders to engage and collaborate 
with each other for mutual success.  Given that most of these groups are increasingly 
scattered across continents and time zones, and most are connected through electronic 
communication, online technologies might inevitably become a critical part of how 
executives and managers can stay competitive and remain successful in an increasingly 
technological world.  




What are other benefits of adoption of online technologies by employees?  In answering 
this question and referring to Figure 2 (above), there are at least three perspectives to 
IﾗﾐゲｷSWヴが SWヮWﾐSｷﾐｪ ﾗﾐ デｴW Iﾗﾏヮ;ﾐ┞げゲ ﾏｷゲゲｷﾗﾐが ┘ﾗヴﾆ ヮヴﾗIWゲゲが I┌lture, and industry.  First, 
け┞ﾗ┌ﾐｪ W┝ヮWヴｷﾏWﾐデWヴげ ヴWaWヴゲ デﾗ デｴW ﾐW┘Wヴが ┞ﾗ┌ﾐｪWヴ ﾏWﾏHWヴゲ ﾗa デｴW ﾗヴｪ;ﾐｷ┣;デｷﾗﾐが ┘ｷデｴ 
ﾉWゲゲ デｴ;ﾐ Α ┞W;ヴゲげ ┘ﾗヴﾆ W┝ヮWヴｷWﾐIWが デ┞ヮｷI;ﾉﾉ┞ aﾗ┌ﾐS ｷﾐ ﾉﾗ┘Wヴ ﾉW┗Wﾉゲ ﾗa デｴW Iﾗﾏヮ;ﾐ┞ ｷﾐ 
either individual contributor or first-level manager roles (Guinan, Parise & Rollag 2014 
339).  Most young experimenters already use similar social technologies in their personal 
lives, so adoption of them in their professional lives at their workplace is natural and the 
ease of use is strong (Venkatesh, Thong & Xu 2012).   
Palfrey and Gasser (2008) assert that young experimenters have experienced the benefits 
of social technologies in keeping themselves connected with family and friends and are 
resultantly more confident and less sceptical about their potential value in the workplace. 
Further, young experimenters typically require less training: having used social media at 
home and school, they are familiar with the basics of establishing online profiles, inviting 
and accepting individuals into their network, posデｷﾐｪ ｷﾐaﾗヴﾏ;デｷﾗﾐが ;ﾐS けaﾗﾉﾉﾗ┘ｷﾐｪげ ﾗデｴWヴゲ 
(Guinan, Parise & Rollag 2014 339).  Young experimenters have experience and 
knowledge from participating in online interest groups, forums, and discussion boards 
outside of work; and they know how to find and comment on information in blogs, wikis, 
and other social spaces. Finally, given that young experimenters often already possess 
social media expertise, they have an incentive to leverage such skills toward 
demonstrating their value to the organization and increasing their visibility (Palfrey & 
Gasser 2008).    




“WIﾗﾐSが けIﾗヴヮﾗヴ;デW WﾐデヴWヮヴWﾐW┌ヴげ ヴWaWヴゲ デﾗ デWIｴ-savvy middle managers who not only 
recognize the potential benefit of the technologies, but also possess the expertise, 
connections, and credibility to implement the tools in the groups and projects they 
manage (Guinan, Parise & Rollag 2014 341).  Corporate entrepreneurs typically have 5 to 
ヱヵ ┞W;ヴゲげ ┘ﾗヴﾆ W┝ヮWヴｷWﾐIWが ;ヴW ┘ｷﾉﾉｷﾐｪ ;ﾐS ;HﾉW デﾗ ﾉW;ヴﾐ ﾐW┘ デWIｴﾐﾗﾉﾗｪｷWゲが ;ヴW ┘Wﾉﾉ 
positioned to embed new social media tools in important and visible areas, and can 
influence colleagues both higher and lower in the organization to adopt the new tools. 
For instance, Alsbridge (2011) points out that a small team of corporate entrepreneurs in 
a large US technology company began sharing their expertise by blogging on the 
Iﾗﾏヮ;ﾐ┞げゲ ┘WHゲｷデWく  The company was deeply entrenched in its established way of doing 
デｴｷﾐｪゲ ふｷくWくが ヮ;デｴ SWヮWﾐSWﾐデぶ H┌デ デｴW Iﾗヴヮﾗヴ;デW WﾐデヴWヮヴWﾐW┌ヴゲげ Hﾉﾗｪｪｷﾐｪ ┘;ゲ SWWﾏWS デｴW 
most appropriate and least invasive approach to demonstrate the benefits of social 
technologies.  It gave everyone in the organization access to the expertise that typically 
┘ﾗ┌ﾉS ｴ;┗W HWWﾐ ﾉｷﾏｷデWS デﾗ デｴW W┝ヮWヴデゲげ ┘ﾗヴﾆ ｪヴﾗ┌ヮゲく  Most corporate entrepreneurs 
recognize the personal benefit of collaboration through online technologies, especially in 
terms of influence and visibility.  Guinan, Parise & Rollag (2014 342) share the example of 
one corporate employee, also an entrepreneurial blogger, who received a surprise 
interaction with one of his cﾗﾏヮ;ﾐ┞げゲ Hﾗ;ヴS ﾏWﾏHWヴゲぎ さTｴWヴW ┘WヴW ヮヴﾗH;Hﾉ┞ Wｷｪｴデ ﾉ;┞Wヴゲ 
of hierarchy between me and the senior board member.  The guy pulled me aside and 
ゲ;ｷSが けIげ┗W ヴW;S ┞ﾗ┌ヴ Hﾉﾗｪく I ﾉﾗ┗W ｷデく Hﾗ┘ I;ﾐ ┘W Sﾗ ﾏﾗヴWいげざ  
TｴｷヴSが けWﾐﾉｷｪｴデWﾐWS W┝WI┌デｷ┗Wゲげ ヴWaWヴゲ デﾗ ゲWﾐｷﾗヴ ﾏ;ﾐ;ｪers who are able to recognize the 
potential benefit of social technologies for a collaborative, creative culture linked to 
overall business strategy (Kotter 2007 4).  Enlightened executives can connect with 
employees, customers and consumers; create or endorse a vision of improved corporate 




collaboration through adoption of online technologies; provide the resources and training 
to start usage; model effective usage of social media; and reward other employees who 
successfully exploit their possibilities.  For instance, in one global PR firm, a CEO began 
writing monthly blogs, and participating in wiki discussions with employees, and revised 
the performance management and compensation systems to promote use of the online 
technologies.  As with corporate entrepreneurs, the CEO personally benefitted in terms of 
influence and visibility.  Additionally, the company quickly gained employee acceptance 
and use of the technologies, and rapidly integrated them into its corporate work 
processes.      
2.9        Benefits of Adoption of Online Technologies by Teams 
In the domain of Human Resources Management (HRM) teams, the adoption of online 
technologies benefits the selection and hiring process by US employers (Shea & Wesley 
2006).  One reason for this is that employers usually want to verify information provided 
by applicants.  For instance, ADP Screening and Selections Services found adoption of 
online technologies revealed that applicants falsified information on applications, such as 
their employment record, education, and credentials or licenses (Levashina 2009).  Other 
practical benefits of adoption of online technologies by HR teams include the ability to 
interview candidates located around the world by using Skype without incurring 
substantial cost (Jacobs 2009), use of discussion forums to engage with potential 
candidates, and use of the versatility of Facebook as a beneficial vehicle for branding and 
recruitment (Shea & Wesley 2006).  
In the domain of online customer service teams, Grégoire, Barr & Shepherd (2014) assert 
the excellence provided by the 11 full-time JetBlue customer service employees. 




Specifically, this team is familiar with both the JetBlue social media culture and the 
communication norms of social media, which relies on the informality, humour, sense of 
ｷヴﾗﾐ┞が SWヴｷゲｷﾗﾐが ;ﾐS ; ゲヮWIｷaｷI ┗ﾗI;H┌ﾉ;ヴ┞ ｷﾐ ヴWゲヮﾗﾐゲW デﾗ I┌ゲデﾗﾏWヴゲげ IﾗﾏﾏWﾐデゲ ふｪﾗﾗS ﾗヴ 
bad) and the publicity resulting from such comments. 
Gallagher and Ransbotham (2010) use Starbucks as an example to point out the value 
derived by the Vice President of Brand Content and Online and the cross-functional team 
members when they use social media to develop deeper relationships with customers. 
Jonathan Schwartz, former CEO of Sun Micro-systems, with his team of corporate 
executives maintained personal blogs to collaborate on projects and to improve their 
transparency with company employees (Kaplan & Haenlein 2010 63).  
The marketing team in Proctor & Gamble gained visibility when they organized a contest 
for the over-the-counter drug Pepto-Bismol, whereby users were encouraged to upload 
to YouTube 1-minute videos of themselves singing about the ailments Pepto-Bismol 
counteracts.  Aゲ ; ヴWゲ┌ﾉデ ﾗa デｴW ゲ┌IIWゲゲa┌ﾉ Yﾗ┌T┌HW IﾗﾐデWゲデが PヴﾗIデﾗヴ わ G;ﾏHﾉWげゲ Iﾗヴヮﾗヴ;デW 
profits increased - as did their competitive advantage (Deans 2011).  In a similar spirit, the 
advertising team at the kitchen appliances manufacturer Blendtec became popular for 
デｴWｷヴ IヴW;デｷ┗W HW┗┞ ﾗa ｷﾐW┝ヮWﾐゲｷ┗W さWｷﾉﾉ ｷデ HﾉWﾐSいざ ┗ｷSWﾗゲが ┘ｴｷIｴ ｴ;┗W HWWﾐ ┘;デIｴWS H┞ 
millions of people (Kaplan & Haenlein 2010 63).  
Additional useful insight could be gained by looking at social media usage by individual 
SME owners to explore whether beneficial gain comes to her/him from using social media 
in her/his workplace.  Also, understanding may be gained with regard to whether the SME 
ﾗ┘ﾐWヴげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ｷﾐaﾉ┌WﾐIWゲ ｷﾐSｷ┗ｷS┌;ﾉ ゲﾗIｷ;ﾉ ﾏWSｷ; ┌ゲW ﾉW;Sｷﾐｪ デﾗ ｷﾏヮヴﾗ┗WS 




individual performance in the SME. The following section explores benefits of adoption of 
online technologies by SME owners.     
2.10        Benefits of adoption of online technologies by SME owners 
Benefits of adoption of online technologies by SME owners increasingly include a better, 
more effective connection with customers, suppliers, prospective employees, and other 
stakeholders (Raunier 2014).  For example, Google Alerts allows SME owners to know 
when their firms are mentioned on a social medium.  TweetDeck is another useful tool: it 
tracks the trending hashtags (#), interactions, and mentions on Twitter.  Grégoire, Barr & 
Shepherd (2010) point out that SME owners can monitor mentions that are broadcast on 
blogs by using tools such as Social Mention and Mention which can classify the posts 
based on the valence of the comments into negative, positive, or neutral categories.  
The literature review leads to the conceptual framework (Figure 1 and Figure 2, p. 38) in 
four ways.  First, the construct absorptive capacity is explained as a multi-level 
phenomenon of cognitive learning processes by organizations, groups, teams, and 
individuals (Helfat & Peteraf, 2014; Gregoire et al 2010; Lane et al 2006; Cohen & 
Levinthal 1990).  In this study, absorptive capacity is examined at the level of the 
ｷﾐSｷ┗ｷS┌;ﾉ ;ﾐS デｴ┌ゲ ヴWゲヮﾗﾐSゲ デﾗ ヮヴW┗ｷﾗ┌ゲ ヴWゲW;ヴIｴげゲ I;ﾉﾉ aﾗヴ W┝;ﾏｷﾐｷﾐｪ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮ;ゲデ 
experience, past related knowledge, and cognitions (learning-up to current) as those are 
ヮヴﾗヮﾗゲWS ;ゲ デｴW H;ゲｷゲ ﾗa ; aｷヴﾏげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ふL;ﾐWが Kﾗﾆ;が わ P;デｴ;ﾆ ヲヰヰヶき CﾗｴWﾐ わ 
Levinthal 1990).   
Secondly, this research proposes the construct individual absorptive capacity (IAC) as 
being composed of the following three antecedents: past experience (PE) (Ellis 1965; 
Estes 1970), past related knowledge (PK) (Bower & Hilgard 1981), and cognition (learning 




up to the current moment) (COG) (Cohen & Levinthal 1990; Helfat & Peteraf 2014).  By 
establishing those three antecedents of IAC, this research tests Volberda et al (2010) and 
CﾗｴWﾐ ;ﾐS LW┗ｷﾐデｴ;ﾉげゲ ふヱΓΓヰぶ IﾗﾐIWヮデ┌;ﾉｷ┣;デｷﾗﾐ ﾗa ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ;デ デｴW ｷﾐSｷ┗ｷS┌;ﾉ 
level.  Tｴ┌ゲ デｴｷゲ ゲデ┌S┞ ヴWゲヮﾗﾐSゲ デﾗ ヮヴW┗ｷﾗ┌ゲ ヴWゲW;ヴIｴげゲ I;ﾉﾉ デﾗ W┝;ﾏｷﾐW individual cognition 
;ゲ ; IヴｷデｷI;ﾉ Sヴｷ┗Wヴ ﾗa ; aｷヴﾏげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ｷﾐ a┌デ┌ヴW ヴWゲW;ヴIｴ ふCﾗｴWﾐ わ LW┗ｷﾐデｴ;ﾉ 
1990).  In this study the firm size is small and medium enterprises (SMEs).  
Thirdly, this research proposes the construct individual performance in the SME (IPSME). 
Well established empirical studies on the personal attributes generally associated with 
entrepreneurs have strongly suggested a positive link between IAC and IPSME (Barrick & 
Mount 1991; Costa & McCrae 1992; Dutot & Bergeron 2017; Sexton & Bowman 1995).  By 
investigating personal attributes of entrepreneurs this research articulates why IAC links 
with IPSME.  Additionally, this research tests the strength and direction of the relationship 
between.        
Fourthly, this research proposWゲ デｴW Iﾗﾐゲデヴ┌Iデゲ さWFTETざ ;ﾐS さVBTざく  The proposition is 
デｴ;デ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ┘ｷﾉﾉｷﾐｪﾐWゲゲ デﾗ aﾗﾉﾉﾗ┘ ; デWIｴﾐﾗﾉﾗｪｷI;ﾉﾉ┞-enabled trend (Kaplan & 
Haenlein 2010; Venkatesh & Davis 2000) and predisposition toward accepting social 
media as a viable business tool (Venkatesh & Davis 2000; Gates 1999) might positively 
moderate the relationship between IAC and IPSME.  
This chapter has reviewed the literature with regard to relevant theories of learning with 
respect to their influence on behaviour in general and adoption and use of web-based 
technologies in particular with the aim of generating some understanding into the factors 
┘ｴｷIｴ ﾏｷｪｴデ W┝ヮﾉ;ｷﾐ “ME ﾗ┘ﾐWヴゲげ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ デｴWｷヴ ┘ﾗヴﾆ ﾉｷaWく  The preceding 
sections have demonstrated how complex an issue this is.  Numerous information 




technologies, socio-economic, technological innovations, situational and cognitive 
ヮゲ┞IｴﾗﾉﾗｪｷI;ﾉ ┗;ヴｷ;HﾉWゲ I;ﾐ ;ﾉﾉ ｴ;┗W ;ﾐ ｷﾏヮ;Iデ ﾗﾐ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ SWIｷゲｷﾗﾐ-making に both 
as they effect motivation and how those motivations are then prioritized.  At this point, 
and having drawn the preceding variables from literature, attention is directed to the next 
























Chapter 3: A Conceptual Framework: Individual 
Performance in SME (IPSME) 
 
3. 1 Overview of the Chapter  
The literary summary in the previous chapter demonstrates that although authors have 
spent time defining web-based technologies and the types (Baxter 2015; Kaplan & 
Haenlien 2010; Gates 1999) and defining absorptive capacity in diverse contexts (Helfat & 
Peteraf 2014; Grégoire, Barr & Shepherd 2010; Cohen & Levinthal 1989), there is less 
investigation of absorptive capacity at the individual level.  There is also less research 
exploring whether individual absorptive capacity leads to improved individual 
performance in the SME. This presents two aspects of research which are important.  
Firstly, the awareness of absorptive capacity at the individual level is somewhat unknown. 
It would be advantageous to study the infl┌WﾐIW ﾗa ｷﾐSｷ┗ｷS┌;ﾉ “ME ﾗ┘ﾐWヴゲげ ヮ;ゲデ 
experience, knowledge, and cognition using social media on her/his current social media 
use in the workplace and to understand how this can best be undertaken.  
Secondly, the influence of absorptive capacity at the individual level leading to improved 
individual performance in the SME is not something which has been studied. This leads to 
the first research question which examines whether individual absorptive capacity has 
any effect on individual willingness to follow a technologically-enabled trend and 
individual predisposition toward accepting social media as a viable business tool.   
To provide some answers to this question, Chapter 3 demonstrates how this research 
treats individual willingness to follow a technologically-enabled trend and individual 
predisposition toward accepting social media as a viable business tool as mediating 
variables.  More specifically, this research explores how the antecedents of individual 
absorptive capacity effect willingness to follow a technologically-enabled trend and 




individual predisposition toward accepting social media as a viable business tool.  As an 
alternative explanation this research has willingness to follow a technologically-enabled 
trend and individual predisposition toward accepting social media as a viable business 
tool as mediating variables leading toward improved individual performance in the SME.  
Secondly, it is worthwhile to explore their potential influence as moderating variables.  
This research explores why the relationship between individual absorptive capacity and 
individual performance in the SME is and how this is the case and this is what drives the 
next section.    
3. 1. 1  The Mediating Effect of Willingness to Follow a Technologically Enabled 
Trend and Individual Predisposition Toward Accepting Social Media as a Viable Business 
Tool leading toward improved Individual Performance in the SME. 
Research Question 1: What influence, if any, has individual absorptive capacity on 
willingness to follow a technologically enabled trend and individual predisposition toward 
accepting social media as a viable business tool leading to improved individual 
performance in the SME? 
Grégoire, Barr & Shepherd (2010) point out that when a person encounters a new 
technology, her/his first instinct is to ask whether anything in this new object resembles 
anything s/he has seen before. In turn, the individual builds on the similarities s/he has 
observed to better understand the new object. This suggests a relationship between past 
expWヴｷWﾐIW ;ﾐS デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ┘ｷﾉﾉｷﾐｪﾐWゲゲ デﾗ aﾗﾉﾉﾗ┘ ; デWIｴﾐﾗﾉﾗｪｷI;ﾉﾉ┞ Wﾐ;HﾉWS デヴWﾐS ;ﾐS 
predisposition toward accepting social media as a viable business tool.  This leads to 
consideration of mediating and moderating hypotheses because the method focuses on 
the process by which variables are related to one another. Mediators explain how 




external physical events take on psychological significance and may account for 
SｷaaWヴWﾐIWゲ ｷﾐ ヮWﾗヮﾉWげゲ HWｴ;┗ｷﾗ┌ヴく MWSｷ;デﾗヴゲ ;SSヴWゲゲ デｴW ﾏWIｴ;ﾐｷゲﾏゲ H┞ ┘ｴｷIｴ ;ﾐ WaaWIデ 
occurs and speak to how or why such an effect occurs. Moderators provide information 
on the circumstances under which effects are present. Moderators specify when certain 
effects will hold.  The next section addresses mediating hypotheses to explore the process 
by which antecedents of individual absorptive capacity effect willingness to follow a 
technologically-enabled trend and predisposition toward accepting social media as a 
viable business tool.     
3. 1. 1. 1 Mediating Hypotheses  
Figure 1 illustrates the mediation model using a path diagram where independent 
variable is individual absorptive capacity and mediators are willingness to follow a 
technologically enabled trend and individual predisposition to accept social media as a 
viable business tool. Figure 2 illustrates the mediation model using a path diagram where 
mediators are willingness to follow a technologically-enabled trend and predisposition to 
accept social media as a viable business tool and outcome variable is improved individual 
performance in the SME. The following sub-sections address mediating variables to 
explore the process by which antecedents of individual absorptive capacity effect 
willingness to follow a technologically enabled trend and predisposition to accept social 
media as a viable business tool.  
 3. 1. 1. 1. 1 Individual absorptive capacity influences willingness to follow a 
technologically enabled trend and individual predisposition toward accepting social 
media as a viable business tool.   
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The antecedents of individual absorptive capacity being past experience, past knowledge, 
and cognition (learning) inform Grégoire, Barr & Shepherd (2010) to suggest that the 
ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮヴｷﾗヴ W┝ヮWヴｷWﾐIW ゲｴ;ヮWゲ ｴWヴっｴｷゲ ヮWヴIWヮデｷﾗﾐゲ ﾗa ﾐW┘ W┝ヮWヴｷWﾐIWゲく This opens 
┌ヮ デｴW ヮﾗゲゲｷHｷﾉｷデ┞ aﾗヴ W┝ヮﾉﾗヴｷﾐｪ ヮ;ゲデ ゲﾗIｷ;ﾉ ﾏWSｷ; ┌ゲ;ｪW デﾗ ゲWW ┘ｴWデｴWヴ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ 
past experience using social media is linked to willingness to follow a technologically 
enabled trend and individual predisposition toward accepting social media as a viable 
H┌ゲｷﾐWゲゲ デﾗﾗﾉく Iﾐ デｴW I;ゲW ﾗa “ME ﾗ┘ﾐWヴゲが aﾗヴ ｷﾐゲデ;ﾐIWが ｷデ ﾏ;┞ HW デｴ;デ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮ;ゲデ 
experience using social media is perceived as positive, pleasant and easy. If the past 
experience was positive, then positivity may influence the ｷﾐSｷ┗ｷS┌;ﾉげゲ ┘ｷﾉﾉｷﾐｪﾐWゲゲ デﾗ 
follow a technologically-enabled trend; conversely, if the past experience was difficult, 
unpleasant, or negative then negativity may influence unwillingness to follow a 
technologically-enabled trend. As meanings emerge from the past experience (Weik 
1979), it would make sense that the individual SME owner would utilize the meanings to 
then consider whether the feedback from previous experiences will influence various 
beliefs and, consequently, future behavioural performance (Venkatesh, Thong & Xu 
ヲヰヱヲぶく Gｷ┗Wﾐ デｴ;デ ヮ;ゲデ W┝ヮWヴｷWﾐIW ゲｴ;ヮWゲ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮWヴIWヮデｷﾗﾐゲ ﾗa ﾐW┘ 
opportunities it would make sense that perceptions formed about new opportunities 




would impact on both willingness to follow a new technologically enabled trend and 
predisposition toward accepting social media as a viable business tool.   
It is hypothesized that:  
H1a. Past experience positively impacts willingness to follow a technologically enabled 
trend and individual predisposition toward accepting social media as a viable business 
tool. 
Given that existing research shows that because distribution of knowledge in society is 
not uniform, prior knowledge helps explain why some individuals are able to recognize 
particular opportunities that others simply do not see (Dimov 2008; Corbet 2005). The 
studies done by Dimov (Ibid.) and Corbet (Ibid.) infer that prior knowledge provides a 
basis from which to interpret に and use に new information. Grégoire, Barr & Shepherd 
ふヲヰヱヰぶ ヮﾗｷﾐデ ﾗ┌デ デｴ;デ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮヴｷﾗヴ ﾆﾐﾗ┘ﾉWdge about social media usage usually 
influences her/his willingness to follow a technologically enabled trend and her/his 
predisposition toward accepting social media as a viable business tool.  
It is hypothesized that: 
H1b. Past knowledge positively impacts willingness to follow a technologically enabled 
trend and individual predisposition toward accepting social media as a viable business 
tool. 
TｴW デWヴﾏ けIﾗｪﾐｷデｷﾗﾐげ ヴWaWヴゲ デﾗ デｴW ﾏWﾐデ;ﾉ ヮヴﾗIWゲゲWゲ ﾗa ﾉW;ヴﾐｷﾐｪが ﾆﾐﾗ┘ｷﾐｪが ヴWﾏWﾏHWヴｷﾐｪ 
and reasoning (Ormrod 2014). According to Helfat and Peteraf (2014) cognition also 
refers to the contents of the processes (such as concepts or memories). Grégoire, Barr & 
Shepherd (2010) refer to cognition as the process of obtaining knowledge through 




learning, experience, thought, and the senses. Given that cognitive capabilities can 
improve through practice, it would make sense that practice can improve the speed and 
ゲﾏﾗﾗデｴﾐWゲゲ ﾗa デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾏWﾐデ;ﾉ ヮヴﾗIWゲゲWゲ ┘ｴｷIｴが ｷﾐ デ┌ヴﾐが I;ﾐ ヴ;ｷゲW デｴW ｷﾐデWヴﾐ;ﾉ 
phenomenological awareness of the individual and, in turn, influence her/his willingness 
to follow a technologically enabled trend and predisposition toward accepting social 
media as a viable business tool.     
It is hypothesized that: 
H1c. Cognition positively impacts willingness to follow a technologically enabled trend 
and individual predisposition toward accepting social media as a viable business tool. 
The components of individual absorptive capacity having been established are next 
examined for hypothesized effect on willingness to follow a technologically enabled trend 
and individual predisposition toward accepting social media as a viable business tool. 
Established examples of behaviour include:  pursuit of a new opportunity (Grégoire, 
Corbett & McMullen 2011), make sense of signals of change (Helfat & Peteraf 2014), 
communicate, cooperate, collaborate, and connect with others (Cook 2008), hedonic 
motivation (Venkatesh & Davis 2000), recognizing the value (Ibid.), personal curiosity and 
personal motivation (Colquitt & Simmering 1998), perceived ease of use (Davis 1989), and 
voluntariness of use (Venkatesh & Davis 2000).  Further, the resources of past experience, 
knowledge, and cognition are vital to the workings of most SMEs. Gates (1999) posited 
that the aforementioned resources are powerful enablers that allow the individual to 
perceive and respond to her/his environment, to sense competitor challenges, to 
anticipate customer needs and act with insight.  Given that individual absorptive capacity 
is hypothesized to effect individual willingness to follow a technologically enabled trend 
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and predisposition toward accepting social media as a viable business tool influence it 
would make sense that these two effect individual performance in the SME.    
3. 1. 1. 1. 2  Willingness to follow a technologically enabled trend and individual 
predisposition toward accepting social media as a viable business tool positively 




   
   
    
 
 
The following subsection addresses moderating variables to explore the process by which 
individual absorptive capacity effects individual performance in the SME but might be 
moderated by willingness to follow a technologically-enabled trend and predisposition 
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In studying the process by which individual absorptive capacity influences individual 
performance in the SME, previous research on characteristics of entrepreneurs is 
followed because personal attributes are generally associated with entrepreneurial 
ﾗ┌デIﾗﾏWゲ ｷﾐ “MEゲ ふAｴﾉｷﾐが Dヴﾐﾗ┗ジWﾆ わ HｷゲヴｷIｴ ヲヰヱヴき B;ヴﾗﾐ わ T;ﾐｪ ヲヰヱヱき Hﾗヴﾐ;S;┞ わ 






Willingness to Follow a 
Technologically-enabled 
Trend (WFTET)             
(MV)  
Individual Performance 
in SME (IPSME) 
              (DV)    
Individual Predisposition 
Toward Accepting Web-
based Technologies as a 
Viable Business Tool (VBT) 











individuals who see opportunities and/or problems which others do not see (Ahlin, 
Drﾐﾗ┗ジWﾆ わ HｷゲヴｷIｴ ヲヰヱヴぶく  
They often have plenty of ideas for improvements of processes and/or problem solving 
that are quite original (Baron & Tang 2011). Crossan, Lane & White (1999: 526) point out 
デｴ;デ さWﾐデヴWヮヴWﾐW┌ヴゲ ;ヴW ;HﾉW デﾗ ﾏ;ﾆW ﾐﾗ┗Wﾉ IﾗﾐﾐWIデｷﾗﾐゲが ヮerceive new or emergent 
ヴWﾉ;デｷﾗﾐゲｴｷヮゲが ;ﾐS SｷゲIWヴﾐ ヮﾗゲゲｷHｷﾉｷデｷWゲ デｴ;デ ｴ;┗W ﾐﾗデ HWWﾐ ヮヴW┗ｷﾗ┌ゲﾉ┞ ｷSWﾐデｷaｷWSくざ “ｷﾏｷﾉ;ヴﾉ┞が 
Baron (2004) points out that many entrepreneurs seem to excel at opportunity 
recognition and then act with insight to achieve better personal outcomes in their SME. 
The opportunity recognition means they seem able to recognize patterns (trends) among 
events, data and experiences (Dane & Pratt 2007; Covin 2002). Further, they allow 
freedom or autonomy in the conduct of work and provide challenging interesting work for 
their employees while at the same time providing specific clear overall strategic goals and 
formation of work teams by drawing together individuals with diverse skills and 
perspectives (Amabile, Conti, Coon, Lazenby & Herron 1996).  
Secondly, the description of entrepreneurs as ambitious (i.e., showing initiative, surgency, 
ambition, and persistence) and sociable (expressive and active) (Barrick & Mount 1991; 
Hogan 1986). In general small enterprises are short of resources, capital and expertise 
which the ambitious entrepreneur can recognize as opportunities for behavioural 
persistence in working toward achieving her/his desired outcomes. Established 
entrepreneurs are known to demonstrate behavioural persistence and high commitment 
toward the ongoing success of their enterprise during times of economic turbulence, 
industry unpredictability, or market disequilibria (Davidsson & Gordon 2015; Hoang & 
Gimeno 2010). This means for instance that in spite of setbacks and difficulties the 




entrepreneur will continue to believe in her/his ability to access additional funding 
(tangible resource) or to increase her/his visibility   through reputation building marketing 
endeavours (intangible resource) (Caminiti & Reese 1992; Dutot & Bergeron 2017; Nakra 
2000) with consumers within the community, and so forth.    
Thirdly, the description perceives entrepreneurs as conscientious (i.e., conscience) 
(Barrick & Mount 1991) and possessing a will to achieve (Digman 1990) or work (Peabody 
& Goldberg 1989). Conscientiousness reflects dependability; that is, being careful, 
thorough, responsible, organized, and strategic in planning (Baron & Tang 2011; Barrick & 
Mount 1991). Because of the association with volition, conscientious entrepreneurs are 
considered hardworking, achievement oriented and persevering (Botwin & Buss 1989). 
Conscientiousness links to job performance because of characteristics of persistence, 
I;ヴWa┌ﾉﾐWゲゲが HWｷﾐｪ ヴWゲヮﾗﾐゲｷHﾉWが ｴ;ヴS┘ﾗヴﾆｷﾐｪが ;ﾐS ヮﾉ;ﾐﾐｷﾐｪ ふAｴﾉｷﾐが Dヴﾐﾗ┗ジWﾆ わ HｷゲヴｷIｴ 
2014), which are important attributes for accomplishing work tasks in all jobs.  More 
specifically, entrepreneurs with a strong sense of purpose, obligation and persistence 
generally experience better personal outcomes in their SMEs than those who do not 
(Bullough, Renko, & Myatt 2014; Hoang & Gimeno 2010; Barrick & Mount 1991).           
Fourthly, the description of entrepreneurs perceives them as open to experience or 
culture (Davidsson & Gordon 2015; Barrick & Mount 1991; Digman 1990). More 
specifically, entrepreneurs are described as being imaginative, cultured, curious, original, 
broad-minded, intelligent, and artistically sensitive, which are attributes associated with 
positive attitudes toward learning experiences (Kaplan & Haenlein 2010; Gray 2006; 
Barrick & Mount 1991).   




Fifthly, entrepreneurs are described as high in self-efficacy because of its close links to 
ｷﾏヮﾗヴデ;ﾐデ WﾐデヴWヮヴWﾐW┌ヴｷ;ﾉ ﾗ┌デIﾗﾏWゲ ふAｴﾉｷﾐが Dヴﾐﾗ┗ジWﾆ わ HｷゲヴｷIｴ ヲヰヱヴき HﾏｷWﾉWゲﾆｷ わ 
Corbett 2008) such as motivation, personal independence (DeCarlo & Lyons 1979), and 
being successful. Entrepreneurial self-WaaｷI;I┞ ヴWaWヴゲ デﾗ デｴW ゲデヴWﾐｪデｴ ﾗa ; ヮWヴゲﾗﾐげゲ HWﾉｷWaゲ 
that s/he is capable of successfully performing the various roles and tasks of 
WﾐデヴWヮヴWﾐW┌ヴゲｴｷヮ ふAｴﾉｷﾐが Dヴﾐﾗ┗ジWﾆ わ HｷゲヴｷIｴ ヲヰヱヴき CｴWﾐが GヴWWﾐW わ CヴｷIﾆ 1998). That is, 
the person knows s/he has what it takes to be a successful entrepreneur and is willing to 
accept the moderate calculated risks intrinsic to self-employment (Segal, Borgia & 
Schoenfeld 2005). Individuals with strong entrepreneurial self-efficacy beliefs are likely to 
associate challenging situations with intangible future outcomes such as name 
recognition and community recognition (Hisrich & Brush 1984), independence and 
effective leadership (DeCarlo & Lyons 1979), reputation building and social influence 
(Sarasvanthy & Dew 2008), increased personal motivation (Colquitt & Simmering 1998), 
and the goal of personal success. Why? Because entrepreneurial self-efficacy is concerned 
with learning from past experiences and relating new information to what is already 
known, as well as with the judgements regarding what could be done in the future 
(Ormrod 2014; Yang & Cheng 2009). And also because empowered entrepreneurs feel 
self-efficacious, they are more likely to be innovative in their work and expect success to 
be their personal outcome.  
Why do the personal attributes of entrepreneurs matter? What do the attributes allow 
デｴW WﾐデヴWヮヴWﾐW┌ヴ デﾗ Sﾗ ｷﾐ デｴW “MEい TｴW ヮWヴゲﾗﾐ;ﾉ ;デデヴｷH┌デWゲ ;ヴW デｴW さﾏW;ﾐゲざ ふFｷゲIｴWヴ わ 
Reuber 2011: 4) the entrepreneur believes s/he has available and the effects that might 
HW ;IｴｷW┗WS ┘ｷデｴ デｴﾗゲW ﾏW;ﾐゲく TｴW ヮWヴゲﾗﾐ;ﾉ ;デデヴｷH┌デWゲ ;ヴW ヴWaWヴヴWS デﾗ ;ゲ さｷﾐデヴ;-subjective 
Iﾗｪﾐｷデｷﾗﾐゲざ H┞ FｷゲIｴWヴ ;ﾐS ‘W┌HWヴ ふヲヰヱヱぎ ヴぶ ｷﾐ デｴW ゲWﾐゲW デｴ;デ デｴW┞ ;ヴW ｷﾏヮﾗヴデ;ﾐデ 




;┘;ヴWﾐWゲゲげゲ ふｷﾐゲｷｪｴデゲぶ デｴW WﾐデヴWヮヴWﾐW┌ヴ has about her/himself.  Those insights に the 
entrepreneur believes に are relevant in achieving her/his goal. The insights might not be 
known to other people or agreed with by other people (Ibid.) but can be sources of 
acumen or understanding that are of central interest to the entrepreneur, nonetheless, 
because of their influence on her/his individual personal goals and  objectives 
(Sarasvanthy & Dew, 2008). In short, the entrepreneurial personal attributes are the link 
between individual absorptive capacity and individual performance in the SME.  
The next sub-section draws from previous literature in order to consider the moderating 
effects of willingness to follow a technologically-enabled trend and individual 
predisposition toward accepting social media as a viable business tool on the link 
between individual absorptive capacity and individual performance in the SME.    
Moderating Variable: Willingness to Follow a Technologically-Enabled Trend (WFTET)  
TｴW ヴWゲ┌ﾉデ ﾗa FｷゲIｴWヴ ;ﾐS ‘W┌HWヴげゲ ふヲヰヱヱぶ ケ┌;ﾉｷデ;デｷ┗W study shows that the use of social 
media (Twitter) has had a positive moderating effect on the linkage between reputation 
and influence in at least two ways. First, entrepreneurs willing to use Twitter for social 
ｷﾐデWヴ;Iデｷﾗﾐ ┘WヴW ﾏﾗヴW ﾉｷﾆWﾉ┞ デﾗ HW さﾗヮWﾐ デo expanding their social network and engaging 
┘ｷデｴ ﾏWﾏHWヴゲ ﾗa デｴW W┝ヮ;ﾐSWS ﾐWデ┘ﾗヴﾆざ デｴ;ﾐ WﾐデヴWヮヴWﾐW┌ヴゲ ﾐﾗデ ┌ゲｷﾐｪ T┘ｷデデWヴ aﾗヴ ゲﾗIｷ;ﾉ 
ｷﾐデWヴ;Iデｷﾗﾐ ふIHｷSく ンぶく TｴW デWヴﾏ aﾗヴ デｴｷゲ デ┞ヮW ﾗa ﾗヮWﾐﾐWゲゲ ｷゲ けIﾗﾏﾏ┌ﾐｷデ┞ ﾗヴｷWﾐデ;デｷﾗﾐげ 
(Fischer & Reuber 2011 3). Second, the extent to which an entrepreneur adheres to the 
norms that have evolved in using Twitter the more likely s/he is to increase her/his 
ｷﾐaﾉ┌WﾐIW ;ﾐS ｪヴﾗ┘ ｴWヴっｴｷゲ H┌ゲｷﾐWゲゲ ヴWヮ┌デ;デｷﾗﾐく TｴW デWヴﾏ aﾗヴ デｴｷゲ ｷゲ けIﾗﾏﾏ┌ﾐｷデ┞ ﾐﾗヴﾏ 
;SｴWヴWﾐIWげ ふIHｷSくぶく      




The results of Gヴ;┞げゲ ふヲヰヰヶぶ ケ┌;ﾐデｷデ;デｷ┗W ゲデ┌S┞ ゲｴﾗ┘WS デｴ;デ WS┌I;デｷﾗﾐ ;ﾐS デヴ;ｷﾐｷﾐｪ ｴ;┗W ; 
positive moderating effect on the connection between use of innovative technology and 
SME growth. Specifically, entrepreneurs with higher academic, professional and technical 
education and training continue to attend, and provide their staff with a wider range of 
business development courses, opportunities and activities (Ibid.).  
TｴW ヴWゲ┌ﾉデゲ ﾗa NS┌Hｷゲｷが J;ﾐデ;ﾐ ;ﾐS ‘ｷIｴ;ヴSゲﾗﾐげゲ ふヲヰヰヱぶ ケ┌;ﾐデｷデ;デｷ┗W ゲデ┌S┞ ゲｴﾗ┘WS デｴ;デ 
perceived usefulness has a positive moderating effect on the relationship between 
perceived usage of information technology and actual usage by the entrepreneur. 
Specifically, entrepreneurs actually using social media in their enterprise continue to 
perceive it as useful (Ibid.). 
TｴW ヴWゲ┌ﾉデゲ ﾗa VWﾐﾆ;デWゲｴが Tｴﾗﾐｪ ;ﾐS X┌げゲ ふヲヰヱヲぶ ケ┌;ﾐデｷデ;デｷ┗W ゲデ┌S┞ ゲｴﾗ┘WS デｴ;デ ヮヴW┗ｷﾗ┌ゲ 
experience positively moderates the relationship between facilitating conditions (i.e., 
organizational support/training) and behavioural intention. Specifically, greater 
experience can lead to greater familiarity with the technology and better knowledge 
structures to facilitate user learning, thus reducing user dependence on external support 
(Ibid.).  
TｴW ヴWゲ┌ﾉデゲ ﾗa Lｷげゲ ふヲヰヱンぶ ケ┌;ﾉｷデ;デｷ┗W ゲデ┌S┞ ゲｴﾗ┘ デｴ;デ Iﾗｪﾐｷデｷve response (perceived 
usefulness and perceived ease of use) positively moderates the relationship between 
attitude and behaviour intention to use a particular information technology. The results 
indicate that when an individual spends more time using the technology and experiences 
the benefits of the technology, the individual will have more opportunity to feel that the 
technology is interesting and controllable (Ibid.).  
Moderating Variable: Individual Predisposition Toward Accepting Social Media as a Viable 
                                       Business Tool (VBT)    




TｴW ヴWゲ┌ﾉデゲ ﾗa Yｷが J;Iﾆゲﾗﾐ ;ﾐS P;ヴﾆげゲ ふヲヰヰヶぶ ケ┌;ﾐデｷデ;デｷ┗W ゲデ┌S┞ ゲｴﾗ┘ デｴ;デ ヮWヴゲﾗﾐ;ﾉ 
intention to use information technologies positively moderates the relationship between 
perceived ease of use and perceived usefulness. Specifically, when an innovation 
generates job relevant results that are readily discernible and easily accessible then the 
user is inclined toward accept the innovation as a strategic business tool (Ibid.).    
The results of LｷIｴデWﾐデｴ;ﾉWヴげゲ ふヲヰヰΓぶ ゲデ┌S┞ ゲｴﾗ┘ デｴ;デ デWIｴﾐﾗﾉﾗｪｷI;ﾉ ;ﾐS ﾏ;ヴﾆWデ デ┌ヴH┌ﾉWﾐIW 
positively moderate the effect of absorptive capacity on innovation and performance. The 
result indicates that in turbulent environments, firms tend to strongly rely on external 
knowledge as a source of learning. External knowledge can be accessed through social 
interactions with others via social networking sites like Facebook, LinkedIn, or Twitter 
(Ibid.).  
The results from the above mentioned studies provide evidence supporting the 
moderating effects of individual variables on performance outcomes and therefore the 
following is proposed.  
It is hypothesized that: 
H2. Individual absorptive capacity influences individual performance in the SME but 
might be positively moderated by willingness to follow a technologically-enabled trend 
and individual predisposition toward accepting social media as a viable business tool.  
One objective of this chapter was to further develop the construct called individual 
absorptive capacity (IAC) and articulate why it is linked with individual performance in the 
SME. Further, this chapter articulated that personal attributes matter to entrepreneurs 
because the attributes are the means by which personal goals and objectives become 
outcomes. The link between individual absorptive capacity and individual performance in 




the SME have been hypothesized to be positively influenced by willingness to follow a 
technologically-enabled trend and individual predisposition to accept social media as a 
viable business tool. The next chapter will discuss the methodological approach taken in 





















Chapter 4: Methodology 
4. 1 Overview of the Chapter  
The chapter proceeds as follows. In section 4.2 the fundamental assumptions for the 
study of individual use of web-based technologies are explained. In section 4.3 mixed 
methods sequential study is explained. In section 4.4 the differences between qualitative 
and quantitative methods are explained. In section 4.5 the natural settings or process are 
introduced and identified as being the most appropriate approach for conducting in-
depth semi-structured interviews. In section 4.6 the objectives of the semi-structured 
interviews are introduced and analysed. In section 4.7 the significance of the sample to 
the overall research design is explained. In section 4.8 the meaning and brief description 
of case studies are given. In section 4.9 the analytic tools of microanalysis are explained. 
In section 4.10 the codes and types of coding are explained.  
4. 2 Fundamental Assumptions in the Study of Individual Use of Web-based 
Technologies  
The fundamental assumptions in the study of individual use of web-based technologies 
ヴWケ┌ｷヴW ;ﾐ W┝ヮﾉﾗヴ;デｷﾗﾐ ﾗa デｴW ｷﾐSｷ┗ｷS┌;ﾉ WﾐデWヴヮヴｷゲW ﾗ┘ﾐWヴげゲ ┌ゲW ﾗa ┘WH-based 
technologies. This exploration also requires an understanding of how individual cognitive 
structures and problem solving influence particular activities. It also involves the 
recognition of opportunities to take in order to remain relevant and stay competitive. This 
involves exploring the constructs underlying individual learning (Cohen & Levinthal 1990).   
Thus, in keeping with a pragmatist perspective (Creswell 1994), a mixed methods 
sequential exploratory approach is appropriate for exploring a phenomenon (Doyle, Brady 
わ B┞ヴﾐW ヲヰヰΓぶく TｴW ヮｴWﾐﾗﾏWﾐﾗﾐ デﾗ HW W┝ヮﾉﾗヴWS ｷゲ デｴW けｷﾐSｷ┗ｷS┌;ﾉ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞げ 




(Lane, Koka & Pathak 2006 838) of the SME owner.  This current research establishes that 
the construct individual absorptive capacity is comprised of three antecedents: past 
experience (Gregoire, Barr & Shepherd 2010), past related knowledge (Bower & Hilgard 
1981; Ellis 1965), and cognition (learning に up to current) (Helfat & Peteraf 2014).  
4.3 Mixed Method Sequential Exploratory Approach 
The mixed methods sequential exploratory approach fits with an approach advocated by 
T;ゲｴ;ﾆﾆﾗヴｷ ;ﾐS TWSSﾉｷW ふヲヰヰヶ ンΒヰぶぎ ｷﾐ ;ﾐ W┝ヮﾉﾗヴ;デﾗヴ┞ SWゲｷｪﾐが デｴW ヴWゲW;ヴIｴWヴ けH┌ｷﾉSゲ aヴﾗﾏ 
qualitative findings to collecting and analysing ケ┌;ﾐデｷデ;デｷ┗W S;デ;げ ｷﾐ ﾗヴSWヴ デﾗ ケ┌;ﾐデｷデ;デｷ┗Wﾉ┞ 
measure the initial findings.  Therefore, in true mixed methods, data integration starts at 
the research question(s) and continues throughout until inferences are made based on 
the qualitative and quantitative data analysis and results.  
4.4 Differences Between Qualitative and Quantitative Methods   
The main differences between qualitative and quantitative methods are three-fold. First, 
qualitative methods consist of the collection, analysis and interpretation of narrative or 
pictorial forms of data.  Examples of those include interviews, journals, and videos 
(Strauss & Corbin 1998).  “WIﾗﾐSが ケ┌;ﾉｷデ;デｷ┗W ﾏWデｴﾗSゲ ヮヴﾗS┌IW aｷﾐSｷﾐｪゲ ;ヴヴｷ┗WS ;デ H┞ さ; 
nonmathematical process of interpretation, carried out for the purpose of discovering 
concepts and relationships in raw data and then organizing these into a theoretical 
W┝ヮﾉ;ﾐ;デﾗヴ┞ ゲIｴWﾏWざ ふ“デヴ;┌ゲゲ わ CﾗヴHｷﾐ ヱΓΓΒ ヱヱぶく  Third, in contrast, quantitative methods 
consist of the collection, analysis and interpretation of statistical and other numerical 
data (Polit, 2010).  Common W┝;ﾏヮﾉWゲ ﾗa デｴﾗゲW ｷﾐIﾉ┌SW CﾗｴWﾐげゲ dが PW;ヴゲﾗﾐげゲ IﾗヴヴWﾉ;デｷﾗﾐ 
coefficient, and regression (Fields 2013; Venkatesh & Davis 2000).  The research under 
SｷゲI┌ゲゲｷﾗﾐ ┌ゲWゲ PW;ヴゲﾗﾐげゲ IﾗヴヴWﾉ;デｷﾗﾐ IﾗWaaｷIｷWﾐデ ;ﾐS ヴWｪヴWゲゲｷﾗﾐ ;ﾏﾗﾐｪ ﾗデｴWヴ デWゲデゲ ｷﾐ 




order to examine the strength and direction of the relationships between numerical data 
(i.e., variables) (Fields 2013).  This strength and direction can also be referred to as 
mediation and/or moderation. The Global Entrepreneurial Monitor (GEM) website is the 
primary source of those variables which are used as proxies and then tested for 
mediation/moderation.  The GEM data is the lens through which the conceptual 
framework is examined.  The following chapter introduces the data and sample from 
GEM.  
In regard to collecting, analysing, and interpreting the narrative data two complementary 
qualitative approaches have been used.  Fｷヴゲデが IﾗﾐデWﾐデ ;ﾐ;ﾉ┞ゲｷゲが “デヴ;┌ゲゲ ;ﾐS CﾗヴHｷﾐげゲ 
(1998) analytic technique of asking questioning, coding, making comparisons, and 
theoretical sampling.  Second, is Miles & Huberman (1994 2, 3) who have drawn on the 
┌ゲW ﾗa ﾏ;デヴｷIWゲ ｷﾐ ﾗヴSWヴ デﾗ Wゲデ;Hﾉｷゲｴ さIヴWSｷHﾉWが SWヮWﾐS;HﾉWが ;ﾐS ヴWヮﾉｷI;HﾉWざ ﾏWデｴﾗSゲざ ﾗa 
さSﾗｷﾐｪ ;ﾐ;ﾉ┞ゲｷゲざ ﾗa ケ┌;ﾉｷデ;デｷ┗W S;デ;く  TｴW ヴWゲW;ヴIｴ ┌ﾐSWヴ SｷゲI┌ゲゲｷﾗﾐ ┌ゲWゲ ゲWﾏｷ-structured 
interviews of individual SME owners in order to gather data (Lindgren & Packendorff 
2009).  This data reflects examples of similar phenomenon in different places and is used 
for comparing incident to incident for similarities/differences (Strauss & Corbin 1998; 
Miles & Huberman 1994).  These similarities/differences can also be referred to as 
properties or dimensions.  The Technology Acceptance Model (TAM) (Venkatesh & Davis 
2000; Davis, Bagozzi & Warshaw 1998) is a primary source of those properties and 
dimensions and is used for comparative purposes against the interview data.  Secondary 
sources include UTAUT (Venkatesh, Morris, Davis & Davis 2003) and UTAUT2 (Venkatesh, 
Thong & Xu 2012).      
Interview data for this research have been derived from a study that involved field 
research in 40 UK firms over a period of one year.  Within each firm one semi-structured 




interview has been conducted with the owner; these interviews were recorded, 
transcribed, and verified (see Chapter 5, Section 2 for additional information on how and 
why specific data was selected). 
Following preliminary coding, the researcher began examining SMEs for data verified as 
ｷﾐ┗ﾗﾉ┗ｷﾐｪ けｷﾐSｷ┗ｷS┌;ﾉ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞げく  The conceptual definition of individual 
absorptive capacity (past experience, past related knowledge, and learning に up to 
current) concerned a response to a phenomenon (resulting in personal efficiencies 
increasing, influencing/managing effectively their credibility and, reputation).  Exploring 
the interview transcripts for the terms past experience, past related knowledge, cognition 
or learning, social media trends, social media as a viable business tool, and reflection or 
insight, the researcher re-evaluated whether the original coding remained salient for the 
purpose of exploring why SME owners use social media in their workplaces.  
To ensure alignment between the sample and the research question, five cases were 
selected on the following two basis. First, that the researcher was satisfied that there 
were sufficient data to establish the use of social media by the business owner in the 
enterprise.  
Second, the narrative account by the enterprise owner for each case refers to 
Phenomenology (i.e., the acceptance of first-hand experience as it is found in the human  
conscious), the resulting beh;┗ｷﾗ┌ヴ ふｷくWくが デｴW H┌ゲｷﾐWゲゲ ﾗ┘ﾐWヴげゲ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ デｴW 
workplace), and thus the potential to contribute to learning theory (Hilgard 1974).  In the 
next section the introduction is provided of the natural settings.  Additionally, the 
processes of the semi-structured interviews is given.  Chapter 5 introduces the SME case 
studies and data.    




4.5 Introduction of the Natural Settings and Processes of the Semi-Structured 
Interviews  
Natural settings and processes of the semi-structured interviews is an appropriate way to 
get out into the field to find out what people are doing and what they are thinking. Morse 
and Richards (2002) assert that the in-depth semi-structured interview approach is 
appropriate if the purpose is to learn from the participant - in a setting or process - the 
way the individual experiences the phenomenon, the meaning put on it, and how the 
individual interprets what is experienced.  
For this research, the settings were the five firms operating in the Southeast area of the 
United Kingdom (Appendix p. 163).  Of the five firms, two meet classifications required 
┌ﾐSWヴ デｴW デWヴﾏ けﾐW┘ H┌ゲｷﾐWゲゲ ゲデ;デ┌ゲげ ふNB“TATU“ ｷゲ ヮヴﾗ┝┞ aﾗヴ IP“ME ｷﾐ デｴｷゲ ヴWゲW;ヴIｴぶ 
because they have been established 42 months or less; three firms meet classification 
requiremeﾐデゲ ┌ﾐSWヴ デｴW デWヴﾏ けWゲデ;HﾉｷゲｴWS H┌ゲｷﾐWゲゲWゲげ ふE“TBBU“O ヮヴﾗ┝┞ aﾗヴ IP“MEぶ 
because they have been established for more than 42 months (GEM Adult Population 
Survey, 2011: Qi7, Q209).  Within each firm, 1 in-depth interview was conducted with the 
owner and took approximately 1.5 hours. Interviews were recorded, transcribed and 
verified.   
4.6 Objectives of the Semi-Structured Interviews       
The objectives of the interviews are four-fold.  First, gather data on the same 
phenomenon from multiple viewpoints.  Second, obtain various meanings and 
interpretations of events, inter/actions, and objects in order to build these variations into 
theory.  Third, compare these various interpretations against alternative explanations. 
Fourth, discover properties and dimensional ranges of relevant concepts.  




The four objectives are to be accomplished in the following four ways. First, by  
ｷﾐ┗Wゲデｷｪ;デｷﾐｪ デｴW ｷﾐSｷ┗ｷS┌;ﾉ “ME ﾗ┘ﾐWヴげゲ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ ｴWヴ ﾗヴ ｴｷゲ ┘ﾗヴﾆ ヮﾉ;IWく  
Second, by exploring whether individual absorptive capacity (IAC) influences willingness  
to follow a technologically にenabled trend and individual predisposition toward accepting  
social media as a viable business tool.  Third, exploring whether willingness to follow a  
technologically-enabled trend and individual predisposition toward accepting social  
media as a viable business tool influences individual performance in the SME.  Last, by  
examining whether individual absorptive capacity effects individual performance in the  
SME but might be positively moderated by willingness to follow a technologically-enabled  
trend and predisposition toward accepting social media as a viable business tool.  
4.7 Significance of the Sample to the Design 
The significance of the sample to the design is five-fold.  First, the qualitative sample 
consists of five individual SME owners nested in the context of their workplaces and  
studied in depth about their use of social media (Table 4.1).  The choosing of the SME 
owners has been according to cognitive theory of learning (Burns 1995) and iterations of 
TAM (Venkatesh & Davis 2000; Davis, Bagozzi & Warshaw 1998).  
B┌ヴﾐゲげ ふヱΓΓヵぶ デｴWﾗヴ┞ Wﾏヮｴ;ゲｷ┣Wゲ デｴW ｷﾏヮﾗヴデ;ﾐIW ﾗa ｷﾐSｷ┗ｷS┌;ﾉ W┝ヮWヴｷWﾐIWが ﾏW;ﾐｷﾐｪが  
problem-solving and development of insights. It also developed the concept that  
individuals have different needs and concerns at different times as well as subjective 
interpretations in different contexts (Burns 1995).  Hence, as part of the analytic process  
within each SME, non-statistical sampling has been conducted for properties and 
dimensions of certain learning processes at the level of the individual and across cases for 
generalizability (Firestone 1993).  




TAM (Davis 1989; Davis, Bagozzi & Warshaw 1998) and TAM2 (Venkatesh & Davis 2000)  
theorize perceived ease of use and perceived usefulness as being the beliefs by which an 
ｷﾐSｷ┗ｷS┌;ﾉげゲ HWｴ;┗ｷﾗヴ;ﾉ ｷﾐデWﾐデｷﾗﾐゲ デﾗ ┌ゲW ;ﾐ Iﾐaﾗヴﾏ;デｷﾗﾐ TWIｴﾐﾗﾉﾗｪ┞ ふITぶ ゲ┞ゲデWﾏ ;ヴW  
determined.   
PWヴIWｷ┗WS W;ゲW ﾗa ┌ゲW ｷゲ さデｴW W┝デWﾐデ デﾗ ┘ｴｷIｴ ; ヮWヴゲﾗﾐ HWﾉｷW┗Wゲ デｴ;デ ┌ゲｷﾐｪ ; ゲ┞ゲデWﾏ ┘ｷﾉﾉ HW 
aヴWW ﾗa Waaﾗヴデざ ふVWﾐﾆ;デWゲｴ わ D;┗ｷゲ ヲヰヰヰ ヱΒΑぶく PWヴIWｷ┗WS ┌ゲWa┌ﾉﾐWゲゲ ｷゲ さデｴW W┝デWﾐデ デﾗ ┘ｴｷIｴ 
; ヮWヴゲﾗﾐ HWﾉｷW┗Wゲ デｴ;デ ┌ゲｷﾐｪ デｴW ゲ┞ゲデWﾏ ┘ｷﾉﾉ ｷﾏヮヴﾗ┗W ｴｷゲ ﾗヴ ｴWヴ ﾃﾗH ヮWヴaﾗヴﾏ;ﾐIWざ ふIbid.).  
These mean that the sample is theoretically-driven, purposive (Miles & Huberman 1994; 
Kuzel 1992), heterogeneous, and representative to guarantee the external validity, so the  
results could be generalized (Ali et al 2013).  
Second, the initial choice of informants has led the researcher to similar and different  
informants (Table 4.1: Descriptive Results ) (Yin 1991; Goetz & Lecompte 1984, cited in  
















Table 4.1 Descriptive Results 
Construct GEM Proxy  SME Name
a





SUSKILL EventCo, GraphicCo 
 
.85 .356 169 
 
CompuCo, PRCo, SalonCo 
.83 .373 169 
 
 








EventCo, GraphicCo .72 .448 169 
ESTBBUSO CompuCo, PRCo, SalonCo .78 .419 169 
EB EventCo, GraphicCo, 
CompuCo, PRCo, SalonCo 








OMNEWTEC EventCo, GraphicCo, 
CompuCo, PRCo, SalonCo 
2.88 .365 169 
INVORTRY EventCo, GraphicCo, 
CompuCo, PRCo, SalonCo  











OMCOMPET EventCo, GraphicCo, 
CompuCo, PRCo, SalonCo  
1.49 .596 169 
INVORLIF EventCo, GraphicCo, 
CompuCo, PRCo, SalonCo  





“ﾗ┌ヴIWぎ ふA┌デｴﾗヴげゲ ﾗ┘ﾐが ヲヰヱヶぶ 
a 
Company pseudonym in columns.
      




Interviewing and observing one enterprise owner with another に Wherein each individual 
uses social media in her or his enterprise - invites a priori theoretical comparisons and  
constant comparisons.  These comparisons are important for discerning differences in the 
properties, categories, and patterns found in the data (Strauss & Corbin 1998; Miles &  
Huberman 1994).   
Fourth, the companies were given pseudonymous names to represent the industry in 
which they are located. The benefit to doing this is to demonstrate the diversity of  
theoretical application (Table 4.1; **Note: approximate annual revenue column does not  
reflect ﾗ┘ﾐWヴゲげ ゲ;ﾉ;ヴｷWゲ ;ゲ ﾐﾗﾐW ｴ;┗W HWWﾐ Sヴ;┘ﾐき a┌ﾐSゲ ┘WヴW ヴWｷﾐ┗WゲデWS H;Iﾆ ｷﾐデﾗ デｴW  
enterprises).  
Third, this approach is valuable for enriching and explaining why the relationship between  
individual absorptive capacity and individual performance in the SME is and how this is  
the case (Appendix p. 149).  
 Fifth, divergent companies were selected across business disciplines and are indicative of  
greater representation within the industries. These cases embody a specific point but are 
also evidence of points across a greater body of business disciplines and are not niched  
into just one industry.    
4.8 Meaning and Brief Description of Case Studies  
The meaning of case studies is two-fold. First, a case is defined as a phenomenon of some 
sort occurring in a bounded context (Miles & Huberman 1994). The case is, in effect, the 
ヴWゲW;ヴIｴWヴげゲ ┌ﾐｷデ ﾗa ;ﾐ;ﾉ┞ゲｷゲく “WIﾗﾐSが I;ゲW ゲデ┌S┞ ｷゲ ; aﾗヴﾏ ﾗa ケ┌;ﾉｷデ;デｷ┗W ヴWゲW;ヴIｴ デｴ;デ 
consists of the collection, analysis and interpretation of narrative forms of data about the 
case (Polit 2010). 




Case study is described as an opportunity for the researcher to explore or describe one or 
more cases in context and define the boundary of the territory (Bryman 2014). The cases 
are explored not through one lens but rather through a variety of lenses which allows for 
multiple facets of the phenomenon to be revealed and understood. The researcher 
explores individuals or organizations, simple through complex interventions, 
relationships, communities, or programs (Yin 2013) and supports the deconstruction and 
subsequent reconstruction of various phenomena (Bryman 2014). 
Hence, for this study under discussion, multiple case studies complement the overall 
picture in answering the core objectives of the overall question by enriching and 
explaining why the relationship between individual absorptive capacity (IAC) and 
individual performance in the SME (IPSME) is and how that is the case. This research 
examines multiple c;ゲWゲ ﾗa デｴW ヮｴWﾐﾗﾏWﾐﾗﾐ ﾗa ｷﾐSｷ┗ｷS┌;ﾉ “ME ﾗ┘ﾐWヴゲげ ┌ゲW ﾗa ゲﾗIｷ;ﾉ 
media. Industries have sectors; sectors have businesses; businesses have owners; owners 
are individuals, and individuals use social media.   
4.9 The Analytic Tools of Microanalysis    
The analytic tools of microanalysis are the following seven factors. The first three are 
aﾗヴWﾏﾗゲデぎ aｷヴゲデが デｴW S;デ;が HW デｴW┞ ヴWゲヮﾗﾐSWﾐデゲげ ;IIﾗ┌ﾐデゲ ﾗaが デW┝デゲが ﾗHゲWヴ┗;デｷﾗﾐゲが ┗ｷSWﾗゲが ﾗヴ 
ゲｷﾏｷﾉ;ヴ ｪ;デｴWヴWS H┞ デｴW ヴWゲW;ヴIｴWヴき ゲWIﾗﾐSが デｴW ;IデﾗヴゲげっﾗHゲWヴ┗Wヴゲげ ｷﾐデWヴヮヴWデ;デｷﾗﾐゲ of 
those actions, events, and occurrences; and third, the exchange which takes place 
between the researcher and the data in both gathering and analysing data.   
The fourth and fifth analytic tools go hand-in-hand: asking questions and making 
comparisons. For the development of theory, those two operations are essential. Sixth, 
デｴWﾗヴWデｷI;ﾉ ゲ;ﾏヮﾉｷﾐｪ ┘ｴｷIｴ ｷゲ さゲ;ﾏヮﾉｷﾐｪ ﾗﾐ デｴW H;ゲｷゲ ﾗa WﾏWヴｪｷﾐｪ IﾗﾐIWヮデゲが ┘ｷデｴ デｴW ;ｷﾏ 




being to explore the dimensional range or varied conditions along which the properties of 
conceヮデゲ ┗;ヴ┞ざ ふ“デヴ;┌ゲゲ わ CﾗヴHｷﾐ ヱΓΓΒ Αンぶく  
“W┗Wﾐデｴが ﾗヮWﾐ ;ﾐS ;┝ｷ;ﾉ IﾗSｷﾐｪぎ ﾗヮWﾐ IﾗSｷﾐｪ ｷゲ さデｴW ;ﾐ;ﾉ┞デｷI ヮヴﾗIWゲゲ デｴヴﾗ┌ｪｴ ┘ｴｷIｴ 
IﾗﾐIWヮデゲ ;ヴW ｷSWﾐデｷaｷWS ;ﾐS デｴWｷヴ ヮヴﾗヮWヴデｷWゲ ;ﾐS SｷﾏWﾐゲｷﾗﾐゲ ;ヴW SｷゲIﾗ┗WヴWS ｷﾐ デｴW S;デ;ざ 
(Strauss & Corbin 1998 101), and axial coding, デWヴﾏWS さ;┝ｷ;ﾉざ HWI;┌ゲW さIﾗSｷﾐｪ ﾗII┌ヴゲ 
around the axis of a category, linking categories at the level of properties and 
SｷﾏWﾐゲｷﾗﾐゲざ ふ“デヴ;┌ゲゲ わ CﾗヴHｷﾐ ヱΓΓΒ ヱヲンぶく   
The eighth analytic tool is its free flowing non-static creative process. These allow the 
anaﾉ┞ゲデ デﾗ さﾏﾗ┗W ケ┌ｷIﾆﾉ┞ H;Iﾆ ;ﾐS aﾗヴデｴ HWデ┘WWﾐ デ┞ヮWゲ ﾗa IﾗSｷﾐｪが ┌ゲｷﾐｪ デWIｴﾐｷケ┌Wゲ ;ﾐS 
ヮヴﾗIWS┌ヴWゲ aヴWWﾉ┞ ;ﾐS ｷﾐ ヴWゲヮﾗﾐゲW デﾗ デｴW ;ﾐ;ﾉ┞デｷI デ;ゲﾆ HWaﾗヴW デｴW ;ﾐ;ﾉ┞ゲデざ ふ“デヴ;┌ゲゲ わ 
Corbin 1998 58).              
4.10 Codes and Types of Coding 
The list of codes includes the GEM proxies (Table 4.3) and reflects the analysis given to 
differentiate and combine the transcribed content from interviews with the five SME 
owners at their workplaces and reflections made about that information. The codes have 
been used for assigning units of meaning to the words, phrases, sentences, and 
paragraphs in the written up field notes (Strauss & Corbin 1998; Miles & Huberman 1994). 
The codes take the form of straightforward category labels (i.e., descriptive; e.g., External 
Context: EC), inferential and explanatory labels (i.e., interpretive; e.g., GV-MOT/PRIV), 
and more complex labels (i.e., metaphor; e.g., EP-EXP/MET).  
Fﾗヴ ヮ┌ヴヮﾗゲWゲ ﾗa デｴｷゲ ゲデ┌S┞が さｷデ ｷゲ ﾐﾗデ デｴW ┘ﾗヴSゲ デｴWﾏゲWﾉ┗Wゲ H┌デ デｴW ﾏW;ﾐｷﾐｪ デｴ;デ ﾏ;デデWヴゲざ 
(Manning 1987 35).  Bliss, Monk, and Ogburn (1983) point out that a word, phrase, 




ゲWﾐデWﾐIWが ﾗヴ ヮ;ヴ;ｪヴ;ヮｴ SﾗWゲ ﾐﾗデ さIﾗﾐデ;ｷﾐざ ｷデゲ ﾏW;ﾐｷﾐｪ ;ゲ ; H┌IﾆWデ さIﾗﾐデ;ｷﾐゲざ ┘;デWヴが H┌デ 
has the meaning it does by being a choice made about its significance in a given context. 
That choice excludes other IｴﾗｷIWゲ デｴ;デ Iﾗ┌ﾉS ｴ;┗W HWWﾐ ﾏ;SW デﾗ さゲデ;ﾐS aﾗヴざ デｴ;デ ┘ﾗヴS ﾗヴ 
phrase, and that choice is embedded in a particular logic or a conceptual lens.  Hence, for 
this study, the choice is embedded in the logic of cognitive psychology to enrich and 
explain what creates or originates (why) the relationship between individual absorptive 
capacity and individual performance in the SME is and why this is the case.  
Iﾐ デｴｷゲ ゲデ┌S┞が ケ┌Wゲデｷﾗﾐゲ ｴ;┗W HWWﾐ ;ゲﾆWS ;Hﾗ┌デ デｴW “ME ﾗ┘ﾐWヴゲげ ﾏﾗデｷ┗Wゲ aﾗヴ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ 
media and more specific questions about whether these motives were performance 
centered (e.g., whether individual SME owners thought they could increase their job - 
related performance and productivity) (Venkatesh, Thong & Xu 2012; Venkatesh & Davis 
2000; Davis 1989; Davis, Bagozzi & Warshaw 1989). The previous sentence articulates an 
a priori idea of a possible relationship embedded within cognitivism which is discussed 
later in the chapter.  
During data collection some inkling has been seen of a relationship between the motives 
questions and two others: an attitude question (whether the SME owner has had a 
willingness to follow a technologically に enabled trend) and a centrality question (whether 
predisposition toward accepting social media as a viable business tool loomed larger than 
other tasks in the daily life of the SME owner) (Appendix 4.4 p. 154).  The questions about 
attitude and centrality will be discussed more fully in Chapter 6, which also contains the 
Case Studies. Prior to that, and last in this chapter, is the Chapter 5 GEM data and sample.  
 
 




Chapter 5: Data and Sample 
 
5. 1 Overview of the Chapter 
 
In this chapter the Global Entrepreneurship Monitor (GEM) is introduced and identified as 
one of the most appropriate sources from which to draw sample data and variable 
measures for use in this research. In section 5.2, the intent and design for the research is 
explained. In section 5.3., the design and purpose for the GEM study are explained. In 
section 5.4., the purpose of the Individual National Teams is explained. In section 5.5., the 
reasons behind the National Experts Survey (NES) are discussed. In section 5.6., the 
elements of the Adult Population Survey (APS) are provided. In section 5.7., the purpose 
for the GEM Database is discussed. In section 5.8., details about the sample data and 
variable measures are provided. In section 5.9., the processes for how to test for 
mediation and moderation are discussed.  
5. 2 Intent and Design for this Research 
The intent and design for this research included tests for mediation and moderation. To 
that end a large sample population was gathered (n = 40). As the project unfolded the 
process was corrupted twice, once in 2015 and once in 2016. Both times were the result 
of technical or software errors that reduced not only the sample size but also the 
correlative ability required for mediation and moderation. The sample size reduced to 
11% of the original population (n = 40). (Please see Appendix Chapter 4 Hierarchical 
Multiple Linear Regression Analysis 1 p. 175 for further content on this topic.) 
 
 




5. 3 Design and Purpose of the GEM Study 
GEM was designed as a comprehensive multi-country initiative with the objective of 
facilitating cross-country assessment and comparison of entrepreneurial activity in a 
ﾐ;デｷﾗﾐげゲ WIﾗﾐﾗﾏｷI ｪヴﾗwth by using the same measurement approach in all countries 
involved in the study (Reynolds, Bosma, Autio, Hunt, DeBono, Servais, Lopez-Garcia & 
Chin 2005). Initiated in 1997, GEM has expanded to over 80 participating countries in the 
past decade (Lepoutre, Justo, Terjesen & Bosma 2013).    
The design of the GEM conceptual model proposes relationships between established and 
new business activity and economic growth at the national level. It also proposes 
antecedents of these two forms of business activity. The GEM model is important because 
it guides how data is collected and analysed by the individual national team of volunteers 
and it reflects a wide range of factors associated with national variations in 
entrepreneurial activity and the major contextual features. Empirical tests of the many 
relationships in the model required four data collection activities: adult population 
surveys (APS), unstructured interviews with national experts, self-administered 
questionnaires completed by national experts (NES), and the assembly of relevant 
standardized measures from existing cross-national data sets.  
Wｴ;デ ｷゲ GEMげゲ ヮ┌ヴヮﾗゲWい TｴW ヮ┌ヴヮﾗゲW ｷゲ デﾗ ゲデ┌S┞ デｴW HWｴ;┗ｷﾗ┌ヴ ﾗa ｷﾐSｷ┗ｷS┌;ﾉゲ ┘ｷデｴ ヴWゲヮWIデ 
to starting and managing a business. Why is the study important? It is widely 
acknowledged that entrepreneurship is one of the most important forces shaping the 
changes in the global economic landscape (Glaeser, Kerr & Kerr 2013; Thompson, Jones-
Evans & Kwong 2009; Levie & Autio 2008; Levie 2007; Reynolds, Bosma, Autio, Hunt, 
DeBono, Servais, Lopez-Garcia & Chin 2005; Shane & Venkataraman 2000). And GEM 




provides a fundamental understanding of the mechanisms between entrepreneurship 
and national economic growth by assembling relevant harmonized cross national data on 
an annual basis.  
5. 4 Purpose of the Individual National Teams 
GEM is formed of a consortium of individual national teams, and each national team is led 
by an academic institution. Because the individual entrepreneur in her/his individual 
country is considered to be the basic unit of analysis for the GEM initiative, the team is 
the official national representative of the project に responsible for collecting GEM data in 
the country on an annual basis and producing a National Report of their findings に and 
acting as the point of contact for any GEM enquiries.   
5. 5 Reason for the National Expert Survey (NES) 
The NES is the basic model utilized to develop the GEM envisioned characterization of 
countries in terms of nine dimensions referred to as entrepreneurial framework 
conditions (EFC) (Reynolds et al. 2005). The nine dimensions include: i) entrepreneurial 
finance, ii) government policy, iii) government entrepreneurship programs, iv) 
entrepreneurship education, v) R & D transfer, vi) commercial and legal infrastructure, vii) 
entry regulation, viii) physical infrastructure, and ix) cultural and social norms. The nine 
dimensions were designed to complement the eight characteristics that were developed 
as part of the Global Competitiveness Index (GCI) research program (Schwab & Sachs 
ヱΓΓΑが ヱΓΓΒぶく TｴW Wｷｪｴデ GCI Iｴ;ヴ;IデWヴｷゲデｷIゲ ｷﾐIﾉ┌SWぎ さSﾗﾏWゲデｷI WIﾗﾐﾗﾏｷI ﾗヮWﾐﾐWゲゲが ゲｴ;ヴW 
of gross domestic product (GDP) spent by government, finance, infrastructure, 
デWIｴﾐﾗﾉﾗｪ┞が ﾏ;ﾐ;ｪWﾏWﾐデが ﾉ;Hﾗヴが ;ﾐS Iｷ┗ｷﾉ ｷﾐゲデｷデ┌デｷﾗﾐゲざ ふH;ﾐﾆW わ W;ﾉデWヴゲ ヱΓΓΑ ヱヶぶく  




The entrepreneurial framework conditions  represent different aspects of the national 
context that were expected to enhance entrepreneurial activity but as Reynolds et al 
(2004) point out, a major problem remained, there were no harmonized indices or 
measures that could be utilized as single item or multiple item indices of these 
entrepreneurial framework condition. One solution was to create an independent 
procedure to develop these national context measures (Reynolds et al. 2005). It was 
IﾗﾐゲｷSWヴWS さ;ヮヮヴﾗヮヴｷ;デW デﾗ ┌ゲW デｴW ｷﾐaﾗヴﾏWS ﾃ┌SｪWﾏWﾐデゲ ﾗa ﾐ;デｷﾗﾐ;ﾉ W┝ヮWヴデゲざ ヴWｪ;ヴSｷﾐｪ 
the status of entrepreneurship in their own countries (Ibid. 222). Hence, the survey is 
administered to a minimum of 36 experts chosen on the basis of reputation and 
experience. Efforts were made to ensure that experts with a substantial range of 
background and knowledge were chosen in each country (Reynolds et al. 2004). Personal 
interviews with the national experts had two components: an open ended review of the 
W┝ヮWヴデゲげ ┗ｷW┘ゲ ﾗﾐ デｴWｷヴ countries contributions (strengths) and limitations (weaknesses) 
regarding what existing entrepreneurship policy and/or program changes would enhance 
the level of entrepreneurship in their country; this was followed by completion of a self-
administered fixed response questionnaire.   
5. 6 Elements of the Adult Population Survey (APS) 
There are three basic elements of the GEM measures of national entrepreneurial activity: 
i) the sample of respondents, ii) the interview schedule used to collect individual level 
data, and iii) the creating of indices and measures that reflect entrepreneurship as a 
national attribute. When combined, the three elements create the APS instrument which 
the GEM National Teams use to measure the level and nature of entrepreneurial 
attitudes, activity, and aspirations of individuals all over the world (Lepoutre et al. 2013).  




The APS goal is to explore the role of the individual in the lifecycle of the entrepreneurial 
process. The focus is on business characteristics (Reynolds et al. 2004), the actions taken 
to start/run a business (Ibid.), and personal attributes and various forms of 
entrepreneurial activity (Thompson et al. 2009). More specifically, personal attributes 
ﾉﾗﾗﾆゲ ;デ デｴW “ME ﾗ┘ﾐWヴげゲ ヮゲ┞IｴﾗﾉﾗｪｷI;ﾉ a;Iデﾗヴゲ ﾗa ヮWヴIWｷ┗WS I;ヮ;Hｷlities and perceived 
opportunities, and the motivational aspects of necessity-based vs. opportunity-based 
employment (Ibid).       
Annually GEM surveys representative population samples of at least 2,000 randomly 
selected adults in each participating country between May and August in the national 
language(s) and facilitates translation and back-translation of questions. In developed 
countries where the majority of the populations live in households with landline phones, 
the surveys are completed by using phones and a phone call is placed to an adult in the 
household on a weekday night or during the day on the weekend. In developing countries 
where the majority of the populations live in households without landline phones, the 
surveys are conducted using either face-to-face interview techniques or with the use of 
mobile phones. From each individual interviewed in the GEM sample, records are 
collected of gender, employment status, educational background, and household income. 
Once collected the APS data is weighted to reflect the national population and 
harmonized with the other countries by the GEM coordination team
1
.  
5. 7  The Purpose for the GEM Database 
                                                          
1
 Weights are based on age and gender structure for every country. Additionally, other 
characteristics such as education and ethnicity are captured in the weights, if appropriate.  Most 
countries adopt a regional stratification to ensure that all regions are represented in the sample.  




The GEM database is the consolidated master file comprised of all separate individual 
datasets which have been checked and harmonized, and as mentioned earlier, all 
individuals have been assigned the appropriate final weights (Reynolds et al. 2005).  The 
use of the individual case weights, developed for each country, ensure that the final 
aggregate indicators are representative of the adult population in each country (Lepoutre 
et al. 2013).   
5. 8 Sample Data and Variable Measures に UK only 
Sample data from the GEM Adult Population Survey (APS) Global Individual database 
consists of over 162,724 questions, many of which deal with parameters outside the 
scope of this present research. The sample data used for this study focuses only on the UK 
adult population. Of the sample data there are nine proxies (variables) that correspond to 

















TABLE 5.1 GEM Variables Used as Proxies for This Study に UK only (subset) 
 
 




  i3. SUSKILL  Do you have the knowledge, skill and experience required to start a 
business. 
 
  i7. NBSTATUS In your country, those successful at starting a new business have a 
high level of status and respect. 
 
 Q2A. OMSME  Are you, alone or with others, currently the owner of a business 
you help manage, self-employed, or selling any goods or services to 
others. 
 
 2G2.OMCOMPET Right now, are there many, few, or no other businesses offering the 
same products or services to your potential customers. 
 
2G3.OMNEWTEC Have the technologies or procedures required for this product or 
service been available for less than a year, or between one to five  
years, or longer than five years. 
 
5W2.INVORTRY In the next 6 months you are likely to try products or services that  
   use new technologies in your daily work for the first time. 
 
5W3.INVORLIF In the next 6 months, new products and services will improve your  
   working life. 
 
209.  ESTBBUSO Established business that is older than 42 months. 
 
302.  EB:   Any job now or in 5 years.  
   
 
(Source: GEM Adult Population Survey 2011 1-44)  
 













Table 5.2 Summary of Variables: Descriptive Statistics に UK only 
 
 
Question    N          Minimum          Maximum                  Mean        Std. Deviation 
   Statistic           Statistic          Statistic              Statistic|Std. Error          Statistic 
 
Country - UK 2,000  44  44  44.00|   .000  .000 
   i3.  1,956    0    1      .41|   .011  .493 
   i7.  1,857    0    1      .80|   .114  .400  
  2A.  1,996    0    1      .14|   .008  .345 
 2G3.    190    1    3    2.88|   .026  .358 
5W2.  1,272    1    5    2.82|   .033              1.180 
 2G2.    193    1    3    1.54|   .044  .612 
5W3.  1,272    1    5    2.82|   .033              1.180 
 209.  2,000    0     1      .08|   .006  .265 
 302.  2,000    0    1     .05|    .005  .214 




5. 8. 1.  Measures 
The following subsections contain units and methods used to identify relationships and 
effects in this research.  
5. 8. 1. 1. Mediating Variables 
Mediation is said to occur when a causal effect of the relationship between Individual 
Absorptive Capacity (IAC) (predictor variable) and Individual Performance in the SME 
(IPSME) (outcome variable) can be explained by their relationship to Willingness to Follow 
a Technologically-Enabled Trend (WFTET) (mediator variable) and Individual 
Predisposition Toward Accepting Social Media as a Viable Business Tool (mediator 
variable). This mediation analysis will assess the strength of the direct relationship 
between the predictor variable and outcome variable (Table 3) and estimate the indirect 
effect and its significance (Table 4).   
 




5. 8. 1. 1. 2 Individual Absorptive Capacity に Predictor Variable: 
First, the predictor variable in this research is Individual Absorptive Capacity (IAC). For 
Individual Absorptive Capacity (IAC) this research uses the following variables as proxy:   
     ｷンく   けDﾗ ┞ﾗ┌ ｴ;┗W デｴW ﾆﾐﾗ┘ﾉWSｪWが ゲﾆｷﾉﾉ ;ﾐS W┝ヮWヴｷWﾐIW ヴWケ┌ｷヴWS デﾗ ゲデ;ヴデ ; H┌ゲｷﾐWゲゲいげ 
 Proxy Name: SUSKILL (GEM Adult Population Survey 2011 3); 
Q2A.  けAヴW ┞ﾗ┌が ;ﾉﾗﾐW ﾗヴ ┘ｷデｴ ﾗデｴWヴゲが I┌ヴヴWﾐデﾉ┞ デｴW ﾗ┘ﾐWヴ ﾗa ; H┌ゲｷﾐWゲゲ ┞ﾗ┌ ｴWﾉヮ ﾏ;ﾐ;ｪWが  
self-Wﾏヮﾉﾗ┞WSが ﾗヴ ゲWﾉﾉｷﾐｪ ;ﾐ┞ ｪﾗﾗSゲ ﾗヴ ゲWヴ┗ｷIWゲ デﾗ ﾗデｴWヴゲいげ 














5. 8. 1. 1. 3 Willingness to Follow a Technologically に Enabled Trend and  
  Individual Predisposition Toward Accepting Social Media as a Viable  
  Business Tool に Mediating Variables: 
 
The two mediating variables in this research are Willingness to Follow a Technologically に 
Enabled Trend (WFTET) and Individual Predisposition Toward Accepting Social Media as a 
Viable Business Tool (VBT). For Willingness to Follow a Technologically に Enabled Trend 
this research uses the following four proxies: 
Individual Absorptive Capacity (IAC) 
(Predictor Variable) 
 
(Two Proxies for Predictor Variable) 
SUSKILL 
OMSME 




    ヲGンく けH;┗W デｴW デWIｴﾐﾗﾉﾗｪｷWゲ ﾗヴ ヮヴﾗIWS┌ヴWゲ ヴWケ┌ｷヴWS aﾗヴ デｴｷゲ ヮヴﾗS┌Iデ ﾗヴ ゲWヴ┗ｷIW HWWﾐ 
     available for less than a year, or between one to five years, or longer than five 
     ┞W;ヴゲいげ  
   Proxy Name: OMNEWTEC (GEM Adult Population Survey 2011 18); 
    ヵWヲく けIﾐ デｴW ﾐW┝デ ヶ ﾏﾗﾐデｴゲ ┞ﾗ┌ ;ヴW ﾉｷﾆWﾉ┞ デﾗ デヴ┞ ヮヴﾗS┌Iデゲ ﾗヴ ゲWヴ┗ｷIWゲ デｴ;デ ┌ゲW ﾐW┘ 
      デWIｴﾐﾗﾉﾗｪｷWゲ ｷﾐ ┞ﾗ┌ヴ S;ｷﾉ┞ ┘ﾗヴﾆ aﾗヴ デｴW aｷヴゲデ デｷﾏWいげ 
      Proxy Name: INVORTRY (GEM Adult Population Survey 2011 36); 
ヲGヲく  け‘ｷｪｴデ ﾐﾗ┘が デｴWヴW ;re many, few, or no other businesses offering the same  
   ヮヴﾗS┌Iデゲ ﾗヴ ゲWヴ┗ｷIWゲ デﾗ ┞ﾗ┌ヴ ヮﾗデWﾐデｷ;ﾉ I┌ゲデﾗﾏWヴゲいげ 
      Proxy Name: OMCOMPET (GEM Adult Population Survey 2011 18);    
    ヵWンく けIﾐ デｴW ﾐW┝デ ヶ ﾏﾗﾐデｴゲが ﾐW┘ ヮヴﾗS┌Iデゲ ﾗヴ ゲWヴ┗ｷIWゲ ┘ｷﾉﾉ ｷﾏヮヴﾗ┗W ┞ﾗ┌ヴ ┘ﾗヴﾆｷﾐｪ ﾉｷaWくげ 
               Proxy Name: INVORLIF (GEM Adult Population Survey 2011 36). 
 
 
Figure 5.2 Willingness to Follow a Technologically に Enabled Trend (WFTET)  
  and Individual Predisposition Toward Accepting Social Media as a 
Viable Business Tool (VBT)  




   




5. 8. 1. 1. 4 Individual Performance in the SME (IPSME) に Outcome Variable 
Last, the outcome variable is Individual Performance in the SME (IPSME) and this research 
uses the following three proxies: 
  ｷΑく  けIﾐ ┞ﾗ┌ヴ Iﾗ┌ntry, those successful at starting a new business have a high level of 
             ゲデ;デ┌ゲ ;ﾐS ヴWゲヮWIデげき 
             Proxy Name: NBSTATUS (GEM Adult Population Survey 2011 3); 
   ヲヰΓく けEゲデ;HﾉｷゲｴWS H┌ゲｷﾐWゲゲ デｴ;デ ｷゲ ﾗﾉSWヴ デｴ;ﾐ ヴヲ ﾏﾗﾐデｴゲげき 
 Proxy Name: ESTBBUSO (GEM Adult Population Survey 2011 209); 
   302. けAﾐ┞ ﾃﾗH ﾐﾗ┘ ﾗヴ ｷﾐ ヵ ┞W;ヴゲくげ 





(Four Proxies for 






+ Individual Absorptive Capacity (IAC) 
(Predictor Variable) 
 




Figure 5.3 Individual Performance in the SME (IPSME)  







5. 8. 2. 1. Moderating Variables 
Moderation is said to occur when the causal effect of willingness to follow a 
technologically-enabled trend (WFTET) and predisposition toward accepting social media 
as a viable business tool (VBT) influence the direction and/or strength of the relationship 
between individual absorptive capacity (IAC) and individual performance in the SME 
(IPSME). 
5. 8. 2. 1. 1. Individual Absorptive Capacity - Independent Variable: 
First, the independent variable in this research is Individual Absorptive Capacity (IAC). For 
Individual Absorptive Capacity (IAC) this research uses the following two variables as 
proxies:  
i3. けDﾗ ┞ﾗ┌ ｴ;┗W デｴW ﾆﾐﾗ┘ﾉWSｪWが ゲﾆｷﾉﾉゲ ;ﾐS W┝ヮWヴｷWﾐIW ヴWケ┌ｷヴWS デﾗ ゲデ;ヴデ ; H┌ゲｷﾐWゲゲいげ  
             Proxy Name: SUSKILL (GEM Adult Population Survey 2011 3); 
Q2A.  けAヴW ┞ﾗ┌が ;ﾉﾗﾐW ﾗヴ ┘ｷデｴ ﾗデｴWヴゲが I┌ヴヴWﾐデﾉ┞ デｴW ﾗ┘ﾐWヴ ﾗa ; H┌ゲｷﾐWゲゲ ┞ﾗ┌ ｴWﾉヮ ﾏ;ﾐ;ｪWが  
 self-Wﾏヮﾉﾗ┞WSが ﾗヴ ゲWﾉﾉｷﾐｪ ;ﾐ┞ ｪﾗﾗSゲ ﾗヴ ゲWヴ┗ｷIWゲ デﾗ ﾗデｴWヴゲいげ 









Willingness to Follow a Technologically に 
Enabled Trend (WFTET) (Mediator Variable) 
Individual Predisposition Toward Accepting 
Social Media as a Viable Business Tool (VBT) 
(Mediator Variable) 













Individual Absorptive Capacity 
Two Proxies 
   







As mentioned above SUSKILL (GEM Adult Population Survey 2011 3) is proxy for Individual 
AHゲﾗヴヮデｷ┗W C;ヮ;Iｷデ┞ ふIACぶく IAC ヴWaWヴゲ デﾗ デｴW ｷﾐSｷ┗ｷS┌;ﾉげゲ W┝ヮWヴｷWﾐIWが ﾆﾐﾗ┘ﾉWSｪWが ;ﾐS 
cognition; SUSKILL refers to an individuaﾉげゲ ﾆﾐﾗ┘ﾉWSｪWが ゲﾆｷﾉﾉ ;ﾐS W┝ヮWヴｷWﾐIW ヴWケ┌ｷヴWS デﾗ 
start a new enterprise (GEM 2011).  
 
5. 8. 2. 1. 2. Willingness to Follow a Technologically - Enabled Trend (WFTET) and 
 Predisposition Toward Accepting Social Media as a Viable Business 
Tool (VBT) 
 
An examination of WFTET, and predisposition toward accepting social media as a VBT, 
and their interaction.  
 
5. 8. 2. 1. 2. 1 Willingness to Follow a Technologically - Enabled Trend (WFTET) に  
  Moderating Variable 
  
Second, Willingness to Follow a Technologically - Enabled Trend (WFTET) is the first of two 
moderating variables in this research. For Willingness to Follow a Technologically - 
Enabled Trend this research uses the following two variables as proxies:   
    ヲGンく けH;┗W デｴW デWIｴﾐﾗﾉﾗｪｷWゲ ﾗヴ ヮヴﾗIWS┌ヴWゲ ヴWケ┌ｷヴed for this product or service been  
   available for less than a year, or between one to five years, or longer than five  
   ┞W;ヴゲげき 
   Proxy name: OMNEWTEC (GEM Adult Population Survey 2011 16); 
 Individual Absorptive Capacity (IAC)      
  (Predictor Variable) 
(Two Proxies for Predictor Variable)  
SUSKILL 
OMSME 





    ヵWヲく けIﾐ デｴW ﾐW┝デ ヶ ﾏﾗﾐデｴゲ ┞ﾗ┌ ;ヴW ﾉｷﾆWﾉ┞ デﾗ デヴ┞ ヮヴﾗS┌cts or services that use new 
               デWIｴﾐﾗﾉﾗｪｷWゲ ｷﾐ ┞ﾗ┌ヴ S;ｷﾉ┞ ┘ﾗヴﾆ aﾗヴ デｴW aｷヴゲデ デｷﾏWくげ 
               Proxy name: INVORTRY (GEM Adult Population Survey 2011 37). 
 
Figure 5.5 









Iﾐ W┝;ﾏｷﾐｷﾐｪ ﾏWIｴ;ﾐｷゲﾏゲ デｴヴﾗ┌ｪｴ ┘ｴｷIｴ ;ﾐ “ME ﾗ┘ﾐWヴげゲ ｷﾐSｷ┗ｷS┌;ﾉ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ 
translates to individual performance in the SME, several researchers (Ahlin et al., 2014; 
Fischer & Reuber 2011; Sarasvanthy, Dew, Reid & Wiltbank 2008; Cook 2008) emphasise 
that the direct link between what the SME owner thinks she or he can create (cognition) 
and individual performance may be moderated by other variables.  The first moderating 
variable OMNEWTEC (GEM Adult Population Survey 2011 16) is proxy for WFTET  because 
デｴW デWヴﾏ けデWIｴﾐﾗﾉﾗｪｷWゲげ I;ﾐ ヴWaWヴ デﾗ WｷデｴWヴ WﾏWヴｪWﾐデ ﾗヴ ┘Wﾉﾉ-established trends in Web-
based technologies available for consumers to follow, and SME owners are consumers 
who follow those trends.  Also, the strength of belief the entrepreneur seems to have in 
her/his capability to recognize patterns among events, data and experiences (Dane & 
Pratt 2007) could influence her/his willingness to follow a Web-based trend.  Therefore, 
the direct link between individual absorptive capacity and individual performance in the 
SME may be moderated by individual willingness to follow a technologically-enabled 
trend. Examples of technologically-enabled trends would be: Google
+
, Twitter, and 
(Two Proxies for Moderator Variable) 
OMNEWTEC 
INVORTRY 
Willingness to Follow a Technologically-enabled Trend (WFTET) 
                                              (MV) 
                                




Pinterest (Greenwald 2014).   Hence, the variable, OMNEWTEC (GEM Adult Population 
Survey 2011 16) is one proxy for WFTET.  
INVORTRY (GEM Adult Population Survey 2011 37) is the second proxy for WFTET.  Why? 
Because as Kaplan and Haenlein (2010) point out, the willingness to use new Web-based 
technologies like blogs, Twitter and Facebook in their daily work allows SME owners to 
engage in timely and direct end-consumer contact at relatively low cost and higher levels 
of efficiency than can be achieved with more traditional communication tools (e.g., fax, 
letter).  This leads to consideration of the second moderating variable.  
5. 8. 2. 1. 2. 2 Individual Predisposition Toward Accepting Web-based Technologies 
as a Viable Business Tool (VBT) に Moderating Variable 
  
The second moderating variable in this research is Individual Predisposition Toward 
Accepting Web-based Technologies as a Viable Business Tool (VBT).  Two proxies in the 
GEM database correspond to the concept Individual Predisposition Toward Accepting 
Web-based Technologies as a Viable Business Tool (VBT):  
     2G2. けRight now, are there many, few, or no other businesses offering the same 
                ヮヴﾗS┌Iデゲ ﾗヴ ゲWヴ┗ｷIWゲ デﾗ ┞ﾗ┌ヴ ヮﾗデWﾐデｷ;ﾉ I┌ゲデﾗﾏWヴゲげき 
    Proxy Name: OMCOMPET (GEM Adult Population Survey 2011 16); 
 
     ヵWンく けIﾐ デｴW ﾐW┝デ ヶ ﾏﾗﾐデｴゲが ﾐW┘ ヮヴﾗS┌Iデゲ ;ﾐS ゲWヴ┗ｷIWゲ will improve your working 
       ﾉｷaWくげ 







Web-based Technologies  
As a Viable Business Tool                                              
Two Proxies               
                                                                                  
 




Individual Predisposition Toward Accepting Web-based 
Technologies as a Viable Business Tool (VBT) 
(Moderating Variable)  
                                               




As mentioned above, OMCOMPET and INVORLIF (GEM Adult Population Survey 2011 39, 
50) are the two proxies for VBT.  Why?  Because of the rapid and frequent changes that 
occur in consumer groups, products, and the mix of competitors, SMEs owners might 
benefit from accepting Web-based technologies as a viable business tool.  The frequent 
changes can make it difficult for SME owners to successfully differentiate their 
products/services from competitors offering the same products/services to potential 
customers (Wiggins & Ruefli 2005).  As Larrañeta, Zahra & González (2014) see it, business 
success might depend on the enterprise owner remaining familiar with changing market 
forces and by trying out a range of competitive actions - including the use of social media 
- as this strategy could be part of what drives her/his business success.  So, how might an 
SME owner use social media as a viable business tool in her/his enterprise?  Of the 
numerous options available, the following three suggestions are provided.  First, the SME 
owner could recognize the great value in applying the social media tool and prioritize the 
learning of it, if it is not learned already.  Second, if the SME has a website then use 
retargeting adverts to convert the casual website visitor to client/customer.  Third, 
generate attractive original content and cross-post it on other web-based platforms to 
attract followers and differenデｷ;デW ヮヴﾗS┌IデゲっゲWヴ┗ｷIWゲ aヴﾗﾏ IﾗﾏヮWデｷデﾗヴゲげく  
The range of choice of web-based technologies could allow SME owners to match their 
capabilities and resources with opportunities for improved individual performance in the 
SME.  Indeed, prior studies (Larrañeta, Zahra & González 2014; Robinson & McDougall 
ヲヰヰヱぶ ゲｴﾗ┘ デｴ;デ ゲﾗﾏW “ME ﾗ┘ﾐWヴゲげ ヮWヴIWヮデｷﾗﾐ ﾗa ﾗヮヮﾗヴデ┌ﾐｷデｷWゲ ｷゲ ; ﾆW┞ ヮWヴゲﾗﾐ;ﾉ 
attribute for pursuing a broad scope of Web-based technology strategies to use as 
strategic business tools in their daily work.  In short, the above discussion implies that 
acceptance of Web-based technologies as a viable business tool may moderate the 




relationship between individual absorptive capacity and individual performance in the 
SME. This leads to consideration of Individual Performance in the SME, as the dependent 
variable.  
5. 8. 2. 1. 3 Individual Performance in the SME (IPSME) に Dependent Variable 
The dependent variable in this research is Individual Performance in the SME (IPSME). For 
individual performance in the SME this research uses the following three variables as 
proxies: 
     i7. けIﾐ ┞ﾗ┌ヴ Iﾗ┌ﾐデヴ┞が デｴﾗゲW ゲ┌IIWゲゲa┌ﾉ ;デ ゲデ;ヴデｷﾐｪ ; ﾐW┘ H┌ゲｷﾐWゲゲ ｴ;┗W ; ｴｷｪｴ ﾉW┗Wﾉ ﾗa  
             ゲデ;デ┌ゲ ;ﾐS ヴWゲヮWIデげき 
  Proxy name: NBSTATUS (GEM Adult Population Survey 2011 3). 
   209. けEゲデ;HﾉｷゲｴWS H┌ゲｷﾐWゲゲ デｴ;デ ｷゲ ﾗﾉSWヴ デｴ;ﾐ ヴヲ ﾏﾗﾐデｴゲげき 
  Proxy name: ESTBBUSO (GEM Adult Population Survey 2011 209);   
   302. けEBぎ Aﾐ┞ ﾃﾗH ﾐﾗ┘ ﾗヴ ｷﾐ ヵ ┞W;ヴゲげき 
  Proxy name: EByyEMP (GEM Adult Population Survey 2011 302). 
Figure 5.7     
Individual Performance 
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One potential determinant of entrepreneurial success is social legitimization (Levie & 
Autio 2008; Etzioni 1987) or national respect for entrepreneurship, regardless whether it 
is a new business (NBSTATUS) (younger than 42 months) (GEM Adult Population Survey 
2011 3) or an established business (ESTBBUSO) (older than 42 months) (GEM 2011 APS 





Individual Performance in the SME (IPSME)       
(Outcome Variable) 




Global Individual Level Data 15 Feb 2015.sav [DataSet1], Question 209).  National respect 
for entrepreneurs, as evidWﾐIWS H┞ ヮWﾗヮﾉWゲげ ;デデｷデ┌SWゲ デﾗ┘;ヴS デｴﾗゲW ┘ｴﾗ ｴ;┗W ﾗHデ;ｷﾐWS 
personal wealth through entrepreneurial actions, as well as positive publicity and media 
ﾗﾐ デｴW デﾗヮｷIが ｷゲ ﾉｷﾆWﾉ┞ デﾗ ｷﾐaﾉ┌WﾐIW ヮWﾗヮﾉWゲげ ヮWヴIWヮデｷﾗﾐゲ ﾗa デｴW ゲﾗIｷ;ﾉ SWゲｷヴ;Hｷﾉｷデ┞ ﾗa 
entrepreneurial actiﾗﾐゲ ;ﾐS デﾗ ｷﾐIヴW;ゲW デｴW WﾐデヴWヮヴWﾐW┌ヴゲげ ゲﾗIｷ;ﾉ ゲデ;デ┌ゲ ふヴWヮ┌デ;デｷﾗﾐぶく 
‘Wヮ┌デ;デｷﾗﾐ ゲ┌ﾏﾏ;ヴｷ┣Wゲ ┘ｴ;デ ｷﾐSｷ┗ｷS┌;ﾉゲ ゲ;┞ ;Hﾗ┌デ ; ヮWヴゲﾗﾐげゲ ヮ;ゲデ HWｴ;┗ｷﾗ┌ヴゲ ;ﾐS ﾏ;┞ 
be used to forecast future performance or, at least, what others are likely to say about a 
ヮWヴゲﾗﾐげゲ a┌デ┌ヴe behaviour (Barrick & Mount 1991).  
Entrepreneurs are known to be curious, to speculate, take risks and discover (Hayek 1945; 
Kirzner 1997b).  Why are those personal attributes important; should they be?  Consider 
this: during this process, the entrepreneur interacts with consumers and competitors 
alike and thereby influences perceptions about what others think about her/his character. 
If the influence is positive and good then the perceptions are likely to increase the 
WﾐデヴWヮヴWﾐW┌ヴげゲ ヴWヮ┌デ;デｷﾗﾐく  The increased reputation can translate into increased demand 
by the consumer of products or services from the entrepreneur (Klepper & Sleeper 2005). 
This higher demand of products and services by consumers may lead the SME owner to 
meet the increased market demand by hiring more workers in the SME and thereby 
ﾗaaWヴｷﾐｪ Wﾏヮﾉﾗ┞ﾏWﾐデ デﾗ ┌ﾐっゲﾆｷﾉﾉWS ┘ﾗヴﾆWヴゲ aﾗヴ け;ﾐ┞ ﾃﾗH ﾐﾗ┘ ﾗヴ ｷﾐ aｷ┗W ┞W;ヴゲげ ふEBぶ ふGEM 
Adult Population Survey 2011 302)..  
5. 9. The Processes of Testing for Mediation and Moderation   
Discussion of the logic and process of testing for mediating and moderating variables and 
their respective effects follows below. Mediation methods come next. Moderation 
methods are after.     




5. 9. 1 Mediation Methods 
Specific to the mediation here in this paper, the following steps will be taken.  First, the 
independent construct is individual absorptive capacity (IAC).  It is measured by two 
binary variables: SUSKILL and OMSME (GEM Adult Population Survey 2011 3, Q2A).  For 
“U“KILLが ヴWゲヮﾗﾐSWﾐデゲ ┘WヴW ;ゲﾆWS さSﾗ ┞ﾗ┌ ｴ;┗W デｴW ﾆﾐﾗ┘ﾉWSｪWが ゲﾆｷﾉﾉ ;ﾐS W┝ヮWヴｷWﾐIW 
ヴWケ┌ｷヴWS デﾗ ゲデ;ヴデ ; H┌ゲｷﾐWゲゲいざ ふIbid.).  SUSKILL (Ibid.) is coded as 1 indicating yes and 0 
indicating no. For OMSME (GEM Adult Population Survey, 2011: 13), respondents were 
;ゲﾆWS さ;ヴW ┞ﾗ┌が ;ﾉﾗﾐW ﾗヴ ┘ｷデｴ ﾗデｴWヴゲが I┌ヴヴWﾐデﾉ┞ デｴW ﾗ┘ﾐWヴ ﾗa ; H┌ゲｷﾐWゲゲ ┞ﾗ┌ ｴWﾉヮ ﾏ;ﾐ;ｪWが 
self-employed, or selling and goods or ser┗ｷIWゲ デﾗ ﾗデｴWヴゲいざ OM“ME ふIbid.) is coded as 1 
indicating yes and 0 indicating no. This measurement approach is similar to Lambert, 
NWｪ;ゲｴが “デｷﾉﾉﾉﾏ;ﾐが OﾉﾏゲデW;S ;ﾐS FｷﾐIｴ;ﾏげゲ ふヲヰヱヲぶ ;ﾐS ｷゲ IﾗﾐIWヮデ┌;ﾉﾉ┞ ゲ┌ヮヮﾗヴデWS H┞ L;ﾐWが 
Koka and Pathak (2006) who point out that there may be antecedents of absorptive 
capacity that are placed at the level of individuals.  Lane, Koka and Pathak (Ibid.) assert 
that these antecedents have been neglected in the literature, and because of this there is 
little knowledge of the effecデ ﾗa ﾆW┞ ｷﾐSｷ┗ｷS┌;ﾉゲげ ｷﾏヮ;Iデ ﾗﾐ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞く  
The literature on antecedents of absorptive capacity is limited due to a lack of studies 
SWゲｷｪﾐWS デﾗ ┌ﾐIﾗ┗Wヴ ;ゲ デﾗ ｴﾗ┘ ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮ;ゲデ W┝ヮWヴｷWﾐIWが ヮ;ゲデ ヴWﾉ;デWS ﾆﾐﾗ┘ﾉWSｪW 
and cognition (learning に up to current) establish individual absorptive capacity.  Lane, 
Koka and Pathak (2006) suggest the absorptive capacity concept requires more research 
that shows how individual level antecedents influence future outcomes.  Specific to the 
research undertaken in this paper, the purpose is two-fold.  The first purpose is to close 
the existing gap in research by establishing the antecedents of absorptive capacity as 
being past experience, past related knowledge, and cognition (learning に up to current). 




The second purpose is to explore the influence of these antecedents on individual 
performance in the SME (IPSME).  This leads to the next variable. 
The dependent variable is individual performance in the SME (IPSME).  It is measured by 
three variables: NBSTATUS, ESTBBUSO, and EB (GEM Adult Population Survey 2011 3, 
209, 302).  Fﾗヴ NB“TATU“が ヴWゲヮﾗﾐSWﾐデゲ ┘WヴW ;ゲﾆWS さｷﾐ ┞ﾗ┌ヴ Iﾗ┌ﾐデヴ┞が Sﾗ デｴﾗゲW ゲ┌IIWゲゲa┌ﾉ 
;デ ゲデ;ヴデｷﾐｪ ; ﾐW┘ H┌ゲｷﾐWゲゲ ｴ;┗W ; ｴｷｪｴ ﾉW┗Wﾉ ﾗa ゲデ;デ┌ゲ ;ﾐS ヴWゲヮWIデいざ ふGEM AS┌ﾉデ 
Population Survey 2011 3).  NBSTATUS (Ibid.) is coded as 1 indicating yes and 0 indicating 
no.  Fﾗヴ E“TBBU“Oが ヴWゲヮﾗﾐSWﾐデゲ ┘WヴW ;ゲﾆWS ┘ｴWデｴWヴ デｴWｷヴ H┌ゲｷﾐWゲゲ ｷゲ ;ﾐ さWゲデ;HﾉｷゲｴWS 
H┌ゲｷﾐWゲゲ デｴ;デ ｷゲ ﾗﾉSWヴ デｴ;ﾐ ヴヲ ﾏﾗﾐデｴゲいざ ふGEM AS┌ﾉデ Pﾗヮ┌ﾉ;デｷﾗﾐ “┌ヴ┗W┞ ヲヰヱヱ ヲヰΓぶく 
ESTBBUSO (Ibid.) is coded as 1 for yes and 0 for no.  For EB, respondents were asked if 
さ;ﾐ┞ ﾃﾗHゲ ﾐﾗ┘ ﾗヴ ｷﾐ ヵ ┞W;ヴゲいざ ふGEM AS┌ﾉデ Pﾗヮ┌ﾉ;デｷﾗﾐ “┌ヴ┗W┞ ヲヰヱヱ ンヰヲぶく   EB (Ibid.) is 
coded as 1 indicating yes and 0 indicating no.  
Third, there are two mediating constructs, willingness to follow a technologically-enabled 
trend (WFTET) and predisposition toward accepting social media as a viable business tool 
(VBT).  First, WFTET is measured by two binary variables: OMNEWTEC and INVORTRY 
(GEM Adult Population Survey 2011 18, 36). For OMNEWTEC, respondents were asked 
さｴ;┗W デｴW デWIｴﾐﾗﾉﾗｪｷWゲ ﾗヴ ヮヴﾗIWS┌ヴWゲ ヴWケ┌ｷヴWS aﾗヴ デｴｷゲ ヮヴﾗS┌Iデ ﾗヴ ゲWヴ┗ｷIW HWWﾐ ;┗;ｷﾉ;HﾉW 
aﾗヴ ﾉWゲゲ デｴ;ﾐ ; ┞W;ヴが ﾗヴ HWデ┘WWﾐ ﾗﾐW デﾗ aｷ┗W ┞W;ヴゲが ﾗヴ ﾉﾗﾐｪWヴ デｴ;ﾐ aｷ┗W ┞W;ヴゲいざ ふIHｷSく ヱΒぶく  
For INVORTRY (GEM Adult Population Survey 2011 36) respondentゲ ┘WヴW ;ゲﾆWS さｷﾐ デｴW 
next 6 months you are likely to try products or services that use new technologies in your 
S;ｷﾉ┞ ┘ﾗヴﾆ aﾗヴ デｴW aｷヴゲデ デｷﾏWざく  INVORTRY (Ibid.) is coded as 1 indicating yes and 0 
indicating no.  This measurement approach is conceptually supported by Lambert, 




Negash, Stillman, Olmstead & Fincham (2012) who argue that conceptual variables 
ﾏW;ゲ┌ヴWS ;デ デｴW ｷﾐSｷ┗ｷS┌;ﾉ ﾉW┗Wﾉ ﾏ;┞ ;IIﾗ┌ﾐデ aﾗヴ SｷaaWヴWﾐIWゲ ｷﾐ ヮWﾗヮﾉWげゲ HWｴ;┗ｷﾗ┌ヴく  
Second, VBT is measured by the variables OMCOMPET and INVORLIF (GEM Adult 
Population Survey 2011 18, 36).  Fﾗヴ OMCOMPETが ヴWゲヮﾗﾐSWﾐデゲ ┘WヴW ;ゲﾆWS さヴｷｪｴデ ﾐﾗ┘が 
are there many, few, or no other businesses offering the same products or services to 
┞ﾗ┌ヴ ヮﾗデWﾐデｷ;ﾉ I┌ゲデﾗﾏWヴゲいざ ふGEM AS┌ﾉデ Pﾗヮ┌ﾉ;デｷﾗﾐ “┌ヴ┗W┞ ヲヰヱヱ ヱΒぶく  OMCOMPET (Ibid.) 
is coded as 1 indicating yes and 0 indicating no.      
5. 9. 2 Moderation Methods 
Specific to the moderation here in this paper, the following steps will be taken.  First, the 
independent construct is individual absorptive capacity (IAC). It is measured by one binary 
variable: SUSKILL (GEM Adult Population Survey 2011 3).  ‘WゲヮﾗﾐSWﾐデゲ ┘WヴW ;ゲﾆWS さSﾗ 
デｴW┞ ｴ;┗W デｴW ﾆﾐﾗ┘ﾉWSｪWが ゲﾆｷﾉﾉ ;ﾐS W┝ヮWヴｷWﾐIW ヴWケ┌ｷヴWS デﾗ ゲデ;ヴデ ; H┌ゲｷﾐWゲゲ ふ“U“KILLぶざ 
(GEM Adult Population Survey 2011 3).  SUSKILL (Ibid.) is coded as 1 indicating yes and 0 
indicating no.  This measurement approach is similar to Lepoutre et al (2013) and is 
conceptually supported by Volberda, Foss and Lyles (2010) who argue that, among other 
outcomes, the absorptive capacity concept requires more research that shows how 
individual level antecedents influence future outcomes such as competitive advantage, 
innovation, and firm performance. 
Second, the dependent construct is individual performance in the SME (IPSME).  It is 
measured by the following three binary variables: NBSTATUS (GEM Adult Population 
Survey 2011 3), ESTBBUSO and EByyEMP (GEM 2011 APS Global Individual Level Data 15 
Feb 2015.sav [DataSet1], Question 209, 302).  Fｷヴゲデが さｷﾐ ┞ﾗ┌ヴ Iﾗ┌ﾐデヴ┞が デｴﾗゲW ゲ┌IIWゲゲa┌ﾉ ;デ 
starting a new business have a high level ﾗa ゲデ;デ┌ゲ ;ﾐS ヴWゲヮWIデ ふNB“TATU“ぶざ ふGEM AS┌ﾉデ 




Population Survey 2011 3).  NBSTATUS (Ibid. 3) is coded as 1 indicating yes and 0 
indicating no.  TｴW ゲWIﾗﾐS ケ┌Wゲデｷﾗﾐが さWゲデ;HﾉｷゲｴWS H┌ゲｷﾐWゲゲ デｴ;デ ｷゲ ﾗﾉSWヴ デｴ;ﾐ ヴヲ ﾏﾗﾐデｴゲ 
ふE“TBBU“Oぶざ ふGEM ヲヰヱヱ AP“ GﾉﾗH;ﾉ IﾐSｷ┗ｷSual Level Data 15 Feb 2015.sav [DataSet1], 
Question 209) is coded as 1 indicating yes and 0 indicating no.  The third binary variable is 
さEBぎ ;ﾐ┞ ﾃﾗH ﾐﾗ┘ ﾗヴ ｷﾐ ヵ ┞W;ヴゲ ふEB┞┞EMPぶざ ふIHｷSく Q┌Wゲデｷﾗﾐ ンヰヲぶ ;ﾐS ｷゲ IﾗSWS ;ゲ ヱ 
indicating year and 0 indicating no.  
Third, the two moderating constructs are: i) willingness to follow a technologically-
enabled trend (WFTET) and ii) individual predisposition toward accepting Web-based 
technologies as a viable business tool (VBT).  WFTET is measured by two items: 
OMNEWTEC and INVORTRY (GEM Adult Population Survey 2011 16, 37).  First, 
ヴWゲヮﾗﾐSWﾐデゲ ┘WヴW ;ゲﾆWS さｴ;┗W デｴW デWIｴﾐﾗﾉﾗｪｷWゲ ﾗヴ ヮヴﾗIWS┌ヴWゲ ヴWケ┌ｷヴWS aﾗヴ デｴｷゲ ヮヴﾗS┌Iデ 
or service been available for less than a year, between one to five years, or longer than 
five years (OMNEWTECぶざ ふIHｷSく ヱヶぶく  OMNEWTEC (Ibid.) is coded as 1 indicating less than a 
year, 2 indicating between one to five years, and 3 indicating longer than five years. 
“WIﾗﾐSが さｷﾐ デｴW ﾐW┝デ ヶ ﾏﾗﾐデｴゲ ┞ﾗ┌ ;ヴW ﾉｷﾆWﾉ┞ デﾗ デヴ┞ ヮヴﾗS┌Iデゲ ﾗヴ ゲWヴ┗ｷIWゲ デｴ;デ ┌ゲW ﾐW┘ 
technologｷWゲ ｷﾐ ┞ﾗ┌ヴ S;ｷﾉ┞ ┘ﾗヴﾆ aﾗヴ デｴW aｷヴゲデ デｷﾏW ふINVO‘T‘Yぶざ ふGEM AS┌ﾉデ Pﾗヮ┌ﾉ;デｷﾗﾐ 
Survey 2011 37) is coded as 1 indicating strongly agree, 2 indicating somewhat agree, 3 
indicating neither agree nor disagree, 4 indicating somewhat disagree, and 5 indicating 
strongly disagree. 
The second moderating construct, individual predisposition toward accepting Web-based 
technologies as a viable business tool (VBT) is measured by two items: OMCOMPET and 
INVORLIF (GEM Adult Population Survey 2011 16, 37).  Fｷヴゲデが さヴｷｪｴデ ﾐﾗ┘が are there many, 
few, or no other businesses offering the same products or services to your potential 




I┌ゲデﾗﾏWヴゲ ふOMCOMPETぶざ ふIHｷSくぶ ｷゲ IﾗSWS ;ゲ ヱ ｷﾐSｷI;デｷﾐｪ ﾏ;ﾐ┞ H┌ゲｷﾐWゲゲ IﾗﾏヮWデｷデﾗヴゲが ヲ 
indicating few business competitors, and 3 indicating no business competitors.  The 
ゲWIﾗﾐS ┗;ヴｷ;HﾉW さｷﾐ デｴW ﾐW┝デ ゲｷ┝ ﾏﾗﾐデｴゲ ﾐW┘ ヮヴﾗS┌Iデゲ ;ﾐS ゲWヴ┗ｷIWゲ ┘ｷﾉﾉ ｷﾏヮヴﾗ┗W ┞ﾗ┌ヴ 
┘ﾗヴﾆｷﾐｪ ﾉｷaW ふINVO‘LIFぶざ ふIHｷSく ンΑぶ ｷゲ IﾗSWS ;ゲ ヱ ｷﾐSｷI;デｷﾐｪ ゲデヴﾗﾐｪﾉ┞ ;ｪヴWWが ヲ ｷﾐSｷI;デｷﾐｪ 
somewhat agree, 3 indicating neither agree nor disagree, 4 indicating somewhat disagree, 
and 5 indicating strongly disagree.  
5. 9. 3 Results 
The relationship between Individual Absorptive Capacity, Individual Performance in the 
SME, Willingness to Follow a Technologically に Enabled Trend and Individual 
Predisposition TowaヴS AIIWヮデｷﾐｪ “ﾗIｷ;ﾉ MWSｷ; ;ゲ ; Vｷ;HﾉW B┌ゲｷﾐWゲゲ Tﾗﾗﾉく  Fｷヴゲデが PW;ヴゲﾗﾐげゲ 
Correlation is run to measure the strength of relationship between SUSKILL, OMSME, 
NBSTATUS, ESTBBUSO, and EB (GEM Adult Population Survey 2011 3, Q2A, 7, 209, 302).  
Second, hierarchical multiple linear regression is deployed to provide the information 
necessary to assess how valid and generalizable the variables are in the models (Fields 






















































 .050 .000 .239 .508 .003 .003 .000 .000 




















 -.038 -.016 
Sig. (2-
tailed) 
.050  .117 .419 .136 .001 .001 .106 .484 
N 181 
7 



























.000 .000 .081 .081 .000 .000 


















 .014 .014 -.073 .024 
Sig. (2-
tailed) 
.239 .419 .000 
 
.018 .854 .854 .316 .738 


















1 .009 .009 .015 -.029 
Sig. (2-
tailed) 
.508 .136 .000 .018 
 
.907 .907 .839 .691 



















.049 .014 .009 1 1.000
**
 .014 .005 
Sig. (2-
tailed) 
.003 .001 .081 .854 .907 
 
.000 .617 .866 



















.049 .014 .009 1.000
**
 1 .014 .005 
Sig. (2-
tailed) 
.003 .001 .081 .854 .907 .000 
 
.617 .866 
























.000 .106 .000 .316 .839 .617 .617 
 
.000 

















.000 .484 .000 .738 .691 .866 .866 .000 
 
N 1956 1857 1996 193 190 1272 1272 2000 2000 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
c. Cannot be computed because at least one of the variables is constant. 
 




ヵく Γく ンく ヱ   PW;ヴゲﾗﾐげゲ CﾗヴヴWﾉ;デｷﾗﾐ ‘Wゲ┌ﾉデゲ 
The correlation between SUSKILL and NBSTATUS is -0.046
*
 which indicates a weak-to -
medium strength relationship, considering the statistical significance is at the level of 
0.05, based on a 2-tailed significance test. The correlation between SUSKILL and 
ESTBBUSO is positive and significant at 0.254 which indicates a medium - strength 
relationship, considering the p-value < 0.01. The relationship between SUSKILL and EB is 
positive and significant at .202 but is smaller than SUSKILL and ESTBBUSO at .0.254, with 
the value equals to 0.202. It can be seen that of all the predictors SUSKILL has a higher 
positive correlation (0.254) to ESTBBUSO than either SUSKILL to NBSTATUS (-0.046) or 
SUSKILL to EB (0.202). In general, these variables are not very correlated at all. 
5. 9. 3. 2   Hierarchical Multiple Linear Regression    
Second, hierarchical multiple linear regression estimates the indirect effect and its 
significance on the relationship between the predictor variable(s) (independent 
variable(s)) and the outcome variable (dependent variable). Because a hierarchical 
method is deployed, each set of summary statistics is repeated for each stage in the 
hierarchy and there are, therefore, three models. Model 1 refers to the first stage in the 
hierarchy when only SUSKILL is used as the predictor. Model 2 refers to the second stage 
when two predictors (OMNEWTEC and INVORTRY) are added. Model 3 refers to when the 
final two predictors (OMCOMPET and INVORLIF) are added.  
The first model summary contains the following six variable names: SUSKILL (predictor), 
OMNEWTEC (predictor), INVORTRY (predictor), OMCOMPET (predictor), INVORLIF 
(predictor) and NBSTATUS (dependent). The first model summary is below (Table 4). 
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a. Predictors: (Constant), SUSKILL 
b. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC 
c. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC; OMCOMPET; INVORLIF 
d. Dependent Variable: NBSTATUS 
 
In general, 2% - 3% of the variance between the variables is explained by the model. This 
percentage does not explain any difference. More specifically, based on the negative 
adjusted R
2
 (-.006) and the F value (.110), model 1 is dreadful. 1% of the variation in 
NBSTATUS can be explained by SUSKILL. Also, the negative adjusted R
2
 indicates there is 
not much value in the relationship between SUSKILL and NBSTATUS. Model 2 is a little 
better than model 1, based on the adjusted R
2
 (.029) and the F value (3.745). It explains a 
little value in the relationship between SUSKILL, INVORTRY, OMNEWTEC and NBSTATUS. 
By adding model 3 no value is added to the predictive capability. It loses ground on the 
difference between its adjusted R
2
 (.024) and the F value (.265) compared to the adjusted 
R
2
 of model 2 (.029) and its F value (3.745). Ideally, the Adjusted R
2
 between the models 
should get bigger but such is not the case in this model summary.   




The second model summary contains the following six variables: SUSKILL (predictor), 
OMNEWTEC (predictor), INVORTRY (predictor), OMCOMPET (predictor), INVORLIF 
(predictor) and ESTBBUSO (dependent). The second model summary is next (Table 5). 
 






































































a. Predictors: (Constant), SUSKILL 
b. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC 
c. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC, OMCOMPET, INVORLIF 
d. Dependent Variable: ESTBBUSO 
 
 
Overall, this model explains approximately 4.7% of the variance between the variables. 
Specific to model 1, an abysmal 1.1% of the variation in ESTBBUSO can be explained by 
SUSKILL. By adding WFTET to the model the adjusted R
2 
increased 3.6% which is a 
significant change (in the adjusted R
2
, pvalue <.05). So now, 4.7% of the variation in 
ESTBBUSO can be explained by SUSKILL and WFTET. By adding VBT, no value was added 
to the predictive capability. Based on the model summary, all these variables are not very 
generalizable.    




The third model summary contains the following six variables: SUSKILL (predictor), 
OMNEWTEC (predictor), INVORTRY (predictor), OMCOMPET (predictor), INVORLIF 
(predictor) and EB (dependent). The third model summary follows next (Table 6).  
 

































































a. Predictors: (Constant), SUSKILL 
b. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC 
c. Predictors: (Constant), SUSKILL, INVORTRY, OMNEWTEC, OMCOMPET, INVORLIF 
d. Dependent Variable: EB 
 
 
In general, for model 1, 7.7% of the variation in EB can be explained by SUSKILL.  
However, based on the negative adjusted R
2 
(-.002) and the F value (.852), model 2 is 
awful. In model 2, the negative adjusted R
2 
(-.002) and the F value (.852) indicates very 
little in the relationship between EB and SUSKILL can be explained by WFTET. When 
model 3 is added, no value is added to the predictive capability. Model 3 is abysmal. It 
loses ground on the difference between its adjusted R
2
 (-.006) and the F value (.260) 
compared to the adjusted R
2
 of model 2 (-.002) and its F value (.852). A negative adjusted 
R
2
 indicates the model is not good and the variables are not very generalizable (Fields 




2013). Also, ideally, the adjusted R
2
 between the models should get bigger but such is not 
the case in this model summary. Based on this model summary, models 1, 2, and 3 are 
not significant models (pvalue >.05).  
The implications from all the regression model summaries are three-fold. First, ± 3% of 
variances has been explained. This percentage does not explain any differences between 
the predictor and the dependent variables. This leads to the second implication: 
mediators explain how external physical events take on psychological significance and 
ﾏ;┞ ;IIﾗ┌ﾐデ aﾗヴ SｷaaWヴWﾐIWゲ ｷﾐ ヮWﾗヮﾉWげゲ HWｴ;┗ｷﾗ┌ヴく AﾐS ﾏWSｷ;tors address the 
mechanisms by which an effect occurs and speak to how or why such an effect occurs. In 
order for a variable to mediate the relationship between two variables there should be a 
change in the strength of the relationship between the two variables as a result of the 
inclusion of the mediator. The model summaries indicate a ± 3% change in strength which 
does not explain the difference of the variance so there is no mediation to test. This leads 
to the third implication.  
Third, moderators provide information on the circumstances under which effects are 
present, and moderators specify when certain effects will hold.  Given that moderation is 
demonstrated through a significant interaction between the predictor(s) and moderator 
in a regression, and just ±3% of the variance is explained in the model summaries, there is 
no significant interaction evident. Hence, there is no moderation to test.  
As mentioned earlier, the methods of statistics and qualitative data analysis are viewed as 
complementary paradigms. The next chapter presents the case studies and their findings. 
 
 




 Chapter 6: SME Case Studies 
 
6. 1 Overview of the Chapter  
The chapter proceeds as follows: Sections 6. 2 - 6. 5 contain the presentation of the case 
studies, each with an individual thematic focus on the intersection of theory and real-
world application. This praxis demonstrates solid linkages to the hypotheses H1a-H1c and 
H2 as the SME owners relate their experiences.  It is helpful to note all five SMEs are 
located in County Kent, UK, and the owners have prior experience in using social media 
(and demonstrate Individual Absorptive Capacity) in common. The thematic groups are 
さWｷデｴﾗ┌デ ‘W;ﾉｷ┣ｷﾐｪ Iデざが さB┌ｷﾉSｷﾐｪ BﾉﾗIﾆゲ ﾗa Iﾐaﾉ┌WﾐIWざが ;ﾐS さAデデ;ｷﾐｷﾐｪ デｴW Uﾐ;IｴｷW┗;HﾉWざく  
6. 2 Case Study ヱ さWｷデｴﾗ┌デ ‘W;ﾉｷ┣ｷﾐｪ Iデざ 
TｴW デｴWﾏW さ┘ｷデｴﾗ┌デ ヴW;ﾉｷ┣ｷﾐｪ ｷデざ Iﾗﾐ┗W┞ゲ デｴW ｷSW; デｴ;デ H┞ ヴWﾉ;デｷﾐｪ ﾐW┘ ｷﾐaﾗヴﾏ;デｷﾗﾐ デﾗ ヮ;ゲデ 
experience and past related knowledge already stored in their long-term memories SME 
owners can have found meaning in the new information. The term for this cognitive 
ヮヴﾗIWゲゲ ｷゲ けﾏW;ﾐｷﾐｪa┌ﾉ ﾉW;ヴﾐｷﾐｪげ ふOヴﾏヴﾗS ヲヰヱヴ ヲヰヲぶ ┘ｴｷIｴ ｷゲ WﾏHWSSWS ｷﾐ Iﾗｪﾐｷデｷ┗W 
ヮゲ┞Iｴﾗﾉﾗｪ┞く  ‘;ﾏゲSWﾐ ふヱΓΓン ヴぶ ヮ┌デ ｷデ デｴｷゲ ┘;┞が さﾏW;ﾐｷﾐｪa┌ﾉ ﾉW;ヴﾐｷﾐｪ ｷゲ デｴW ヮヴﾗIWゲゲ ﾗa 
ｪ;ｷﾐｷﾐｪ ﾆﾐﾗ┘ﾉWSｪW ﾗヴ ;Hｷﾉｷデ┞ デｴヴﾗ┌ｪｴ デｴW ┌ゲW ﾗa W┝ヮWヴｷWﾐIWくざ  This process is sometimes 
ヴWaWヴヴWS デﾗ ;ゲ さIﾗﾏヮヴWｴWﾐゲｷﾗﾐ ﾗヴ ┌ﾐSWヴゲデ;ﾐSｷﾐｪざ ふOヴﾏヴﾗS ヲヰヱヴ ヲヰヲぶく AﾐS ;ゲ OヴﾏヴﾗS 
(Ibid.) points out it is not unusual to see learners mentally organizing or elaborating on 
the things they are learning without being consciously aware that they are doing so.  
Meaningful learning appears to facilitate both storage and retrieval of knowledge. For 
instance, Mayer (1996) points out that the information goes in (memory storage) more 
quickly and is remembered (retrieved) more easily when it is organized or elaborated on.  




There may be a transfer of learning across bodies of knowledge that are organized and 
expressed in similar ways.  As a consequence, experience and/or performance (skill) in 
one area or task may influence and improve skill on some subsequent area or task (Ellis 
1965).  
Specific to this study, meaningful learning on using social media has occurred when SME 
owners associated (linked) the new knowledge with their past experience and past 
related knowledge about using social media. This is consistent with Minbaeva, Pedersen, 
Bﾃﾜヴﾆﾏ;ﾐが FW┞ ;ﾐS P;ヴﾆげゲ ふヲヰヰンぶ Wﾏヮｴ;ゲｷゲ ﾗﾐ デｴW IﾗﾐﾐWIデｷﾗﾐ HWデ┘WWﾐ デｴW ｷﾐSｷ┗ｷS┌;ﾉゲげ 
abilities (education; skills) and their motivation to absorb new knowledge. In situations 
where the SME is a new business, デｴW ﾗ┘ﾐWヴげゲ SWゲｷヴW aﾗヴ ┗ｷゲｷHｷﾉｷデ┞ ふD┌デﾗデ わ BWヴｪWヴﾗﾐ 
2017) might motivate her/him to take training courses on social media in hope of 
increasing customer interaction, and thus, business revenue. Prior personal familiarity of 
using social media enables the individual to link new knowledge gained from instructional 
courses with existing knowledge had prior to launching the SME. For instance, the owner 
of EventCo (Appendix 4.4 p. 155: NBSTATUS**) linked her prior experience (Appendix 4.2 
p. 150-151: HU-PE/Pre-SME) in using Facebook with the subsequent learning about 
innovative ways of using social media, before launching EventCo. She remarked:  
さI ﾃ┌ゲデ ┌ゲWS F;IWHﾗﾗﾆ ゲｷﾐIW ｷデ I;ﾏW ﾗ┌デくくくくaﾗヴ ゲﾗIｷ;ﾉ ヮ┌ヴヮﾗゲWゲく I ┘Wﾐデ ﾗﾐ ;ゲ ﾏ;ﾐ┞ 
courses as possible to understand how to use social media for cross-platform 
application and after the courses, when I started my event consultancy business  
デｴヴWW ┞W;ヴゲ ;ｪﾗが デｴ;デげゲ ┘ｴWﾐ I ヴW;ﾉﾉ┞ ゲデ;ヴデWS ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; ヮヴﾗaWゲゲｷﾗﾐ;ﾉﾉ┞ぐくざ   
 
 




6. 2. 1  Antecedents of Individual Absorptive Capacity: Three into One 
Salience in personal experience learning to use various social networking platforms (e.g., 
blogs, Facebook, LinkedIn) has proven influential in the processing and transferring of 
learning new social media skills in the professional lives of many established SME owners. 
This prior experience enables them to link the newly-acquired knowledge of how to use 
new technologies in beneficial ways in their professional lives.  Additionally, depth of 
personal experience using social media platforms (e.g., Skype, Twitter, Video) for cross 
platform application (e.g., Twitter with HootSuite and Klout) is also a key factor in the 
lives of SME owners.    
Ormrod (2014) points out that meaningful learning does not necessarily have to be 
experienced in sequence for the connections to be made between the new information 
and prior knowledge.  In many situations new information reminds learners of something 
they already know, leading them to retrieve the stored knowledge to working memory 
and thereby making connections between data points (Shapiro 2004). For instance, 
salience in experience and knowledge using social media before starting the enterprise 
(Appendix 4.2 p. 150: HU-PK/Pre-SME) proved to be influential in connecting new 
material with existing knowledge for the owner of PRCo, an established business 
(Appendix 4.4 p. 155: ESTBBUSO**):   
ゎぐI ｴ;┗W ｴW;ヮゲ ﾗa W┝ヮWヴｷWﾐIW ;ﾐS ﾆﾐﾗ┘ﾉWSｪW ┘ｷデｴ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; H┌デ I ┘;ゲﾐげデ 
comfortable or familiar with the social media platforms, so before starting my 
busineゲゲ I ┘Wﾐデ ;ﾐS ｪﾗデ デヴ;ｷﾐWSく VWヴ┞ ケ┌ｷIﾆﾉ┞ I ヴW;ﾉｷ┣WS Iげ┗W ﾆﾐﾗ┘ﾐ デｴｷゲが I 
understand this, now I know how to use these platforms, and I feel highly 
IﾗﾏヮWデWﾐデ ┌ゲｷﾐｪ デｴWゲW ヮﾉ;デaﾗヴﾏゲが SW┗ｷIWゲが ;ﾐS デｴW IﾗﾐデWﾐデぐざ     




Meaningful learning is influenced by the individ┌;ﾉげゲ ヮ;ゲデ W┝ヮWヴｷWﾐIW ﾗa ｴWヴっｴｷゲ ﾗ┘ﾐ 
learning, cognitive processes, and her/his consequential regulation of those processes to 
enhance learning and memory.  As Ormrod (2014) points out, social learning theorists and 
cognitivists alike have portrayed effective learning in a similar manner に as a process of 
setting goals, choosing strategies that are likely to help oneself achieve those goals, and 
then re-W┗;ﾉ┌;デｷﾐｪ デｴW ヴWゲ┌ﾉデゲ ﾗa ﾗﾐWげゲ Waaﾗヴデゲ ふPWデWヴゲﾗﾐ ヱΓΒΒき WｷデデヴﾗIﾆ ヱΓΓヴぶく  Tｴｷゲ 
ヮヴﾗIWゲゲ ｷゲ ﾆﾐﾗ┘ﾐ ;ゲ さゲWﾉa-rWｪ┌ﾉ;デｷﾗﾐざ ふOヴﾏヴﾗS ヲヰヱヴ ヱンΒぶく “Wﾉa-regulation has value in that 
it internally drives one along a measured, measurable arc - and as small goals are 
achieved in service of the larger, this mechanism allows for the data aggregation and 
association that yields meaningful learning.  
Among the outcomes of self-regulation are self-efficacy and intrinsic self-motivation. 
Intrinsically motivated learners are more likely to be cognitively engaged in the task, 
strive for true understanding of the subject matter by engaging in meaningful learning, 
and seek out additional opportunities to pursue the task (Becker, McElvany & 
Kortenbruck 2010).  For instance, the history of pursuing the task of using social media is 
consistent among all SME owners prior to the starting up of their enterprises with one 
exception, found in the owner of established business SalonCo (Appendix 4.3 p. 153; HU-
PE/Pre-SME, HU-PK/Pre-SME, HU-COG; Appendix 4.4 p. 156: ESTBBUSO**).  Below, the 
owner shares his experience in using social media: 
さI SｷSﾐげデ ｴ;┗W ﾏ┌Iｴ W┝ヮWヴｷWﾐIW ┌ゲｷﾐｪ ｷデ H┌デ I ﾆﾐW┘ ;Hﾗ┌デ ｷデく TｴWヴW ┘;ゲ ; ﾉW;ﾐｷﾐｪ 
aヴﾗﾏ ; Hｷｪ Iﾗﾏヮ;ﾐ┞ぐaﾗヴ ﾏW デﾗ デヴ┞ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; ﾏﾗヴW ｷﾐ ﾏ┞ H┌ゲｷﾐWゲゲが aﾗヴ 
ヮヴﾗaWゲゲｷﾗﾐ;ﾉ ┌ゲWく I SｷSﾐげデ ┘;ﾐデ デﾗくくくI aWﾉデ ヮヴWゲゲ┌ヴW aヴﾗﾏ デｴW Iﾗﾏヮ;ﾐ┞く 
Nevertheless, I went and got well デヴ;ｷﾐWSくざ 




Meaningful learning facilitates problem-solving through restructuring and insight.  Those 
who favor a cognitive understanding (Burns 1995; Köhler 1925) have suggested that prior 
experience and prior related knowledge are important for problem-solving as it involves 
mentally combining and recombining various elements of a problem eventually leading to 
insight and a problem solution.  In other words, experience and knowledge in changing 
the way a problem is perceived (cognitive restructuring) eventually makes the correct 
solution (insight) easy to obtain.  
KﾜｴﾉWヴ ふヱΓヲヵぶ ｴ;ゲ ゲ┌ｪｪWゲデWS デｴ;デ H┞ ;ﾉﾉﾗ┘ｷﾐｪ ﾗﾐWげゲ ゲWﾉa デﾗ デｴｷﾐﾆ ;Hﾗ┌デ ヮﾗゲゲｷHﾉW ゲﾗﾉ┌デｷﾗﾐゲ 
to the problem, and by arranging the problem elements in various ways, one eventually 
arrives at insight that solves the problem.  For instance, problem-solving experience and 
knowledge gained while at a previous employer proved valuable to the owner of 
GraphicCo, a new business (Appendix 4.4 p. 155).  The GraphicCo owner wanted to 
generate extra sales during what was traditionally a low-revenue period for the company, 
the months of January and February.  The re/combining of various elements of the 
problem and thinking about possible solutions eventually led the owner to a decision 
(Appendix 4.2 p. 150: HU-PE/Pre-SME, HU-PK/Pre-SME, HU-COG), related below:  
さぐI ┘;ゲ デヴ┞ｷﾐｪ デﾗ ｪWﾐWヴ;デW W┝デヴ; ゲ;ﾉWゲ ｷﾐ ﾗ┌ヴ ケ┌ｷWデ デｷﾏW ┘ｴｷIｴ ｷゲ J;ﾐ┌;ヴ┞ ;ﾐS 
FWHヴ┌;ヴ┞ぐI ┘;ゲ デｴｷﾐﾆｷﾐｪ ;Hﾗ┌デ ;ﾉﾉ ゲﾗヴデゲ ﾗa ヮﾗゲゲｷHﾉW ゲﾗﾉ┌デｷﾗﾐゲが ;Hﾗ┌デ ﾏ┞ IﾉｷWﾐデ H;ゲWが 
about what I have done at my previous job in a ヴWデ;ｷﾉ ゲデﾗヴW ぐ; S;┞ ﾗヴ デ┘ﾗ ﾉ;デWヴ I 
arrived at the decision to launch a six month social media marketing campaign by 
cross-posting adverts, promotions, and in-ゲデﾗヴW W┗Wﾐデゲぐざ          
The above examples highlight how past experience, past related knowledge, and 
cognition link (Appendix 4.2 p. 150: HU-PE/Pre-SME, HU-PK/Pre-SME, HU-COG; GEM 




Proxy: SUSKILL).  Given evidence of a relationship these three factors can be established 
as antecedents of individual absorptive capacity (IAC).  The next few paragraphs explain 
the relationship between individual absorptive capacity (IAC) and individual performance 
in the SME (IPSME) and why this is the case.  
6. 2. 2 Relationship between IAC and IPSME 
One reason for the relationship between IAC and IPSME is because meaningful learning 
can motivate job performance.  Motivation for performing any particular task depends on 
interest in a particular topic or activity that is new, different, or innovative (Ormrod 
ヱΓΓΓぶく  M;ﾐ┞ ｷﾐデWヴWゲデゲ ヮヴﾗH;Hﾉ┞ IﾗﾏW aヴﾗﾏ ｷﾐSｷ┗ｷS┌;ﾉゲげ ヮヴｷﾗヴ W┝ヮWriences and past related 
knowledge with the topics and activities.   
Cognitive theorists (Nolen 2007; Hidi & Renninger 2006) have proposed that motivation 
for performing a task is a function of two fairly subjective factors.  First, high expectation 
or expectancy; the person expects to succeed. The success will depend not only on the 
ヮWヴゲﾗﾐげゲ I┌ヴヴWﾐデ ﾉW┗Wﾉ ﾗa ;Hｷﾉｷデ┞ H┌デ ;ﾉゲﾗ ﾗﾐ デｴW ケ┌;ﾉｷデ┞ ﾗa ｷﾐゲデヴ┌Iデｷﾗﾐが デｴW ;┗;ｷﾉ;Hｷﾉｷデ┞ ﾗa 
resources and support, and the innovation-ｷﾐSｷ┗ｷS┌;ﾉ Iﾗﾐｪヴ┌WﾐIW ふｷくWくが デｴW さaｷデざ Hetween 
the innovation and what the individual wants it to do/how the individual wants to use it) 
(Appendix 4.2 p. 150: IC-FITき AヮヮWﾐSｷ┝ ヴくヴぎ O┘ﾐWヴげゲ Mﾗデｷ┗Wゲぶく  Fﾗヴ ｷﾐゲデ;ﾐIWが デｴW ﾗ┘ﾐWヴ ﾗa 
EventCo, a new business, relates how her expectancy of success was enhanced by the 
quality of training:  
さぐｷﾐ ﾏ┞ ヮヴW┗ｷﾗ┌ゲ ﾃﾗH Iげ┗W ┌ゲWS ゲﾗIｷ;ﾉ ﾏWSｷ; H┌デ ﾐﾗデ デﾗ ｪﾗﾗS ヴWゲ┌ﾉデゲぐHWaﾗヴW 
starting my own business I wanted to increase my skill on social media in order to 
get good results. A number of years ago I went to a lot of traｷﾐｷﾐｪ くくく Iﾐ デヴ;ｷﾐｷﾐｪ Iげ┗W 
ﾗHゲWヴ┗WS デｴW ｷﾐゲデヴ┌Iデﾗヴ ;ﾐS ﾉW;ヴﾐWS ゲﾗﾏW ﾐW┘ ﾆW┞ ゲデヴ;デWｪｷWゲ デﾗ ｪﾗﾗS ヴWゲ┌ﾉデゲぐデｴW┞ 




┘ﾗヴﾆ ┘Wﾉﾉぐ I ゲデｷﾉﾉ ┌ゲW デｴWﾏ ｷﾐ ﾏ┞ ゲﾏ;ﾉﾉ H┌ゲｷﾐWゲゲ ;ﾉﾗﾐｪ ┘ｷデｴ ゲﾗﾏW ﾗデｴWヴ ﾐW┘ ﾗﾐWゲ I 
ﾉW;ヴﾐWS ｷﾐ ; デヴ;ｷﾐｷﾐｪ Iﾗ┌ヴゲW I ;デデWﾐSWS ヴWIWﾐデﾉ┞くくくざ   
Second, and equally important, is value; the person must believe that performing the task 
has direct or indirect benefits に anything from career relevance, to achieving a desired 
goal, or yielding a hedonistic pleasure (for personal enjoyment which produces a 
favorable attitude).  For instance, career relevance seems to be a motivator for all but one 
SME owner (Appendix 4.4 p. 156). Said the owner of SalonCo, an established SME: 
さIﾐｷデｷ;ﾉﾉ┞が I aWﾉデ デｴWヴW ┘;ゲ ﾐﾗ ｪﾗﾗS ヴW;ゲﾗﾐ aﾗヴ ﾏW デﾗ ┌ゲW ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ ﾏ┞ 
H┌ゲｷﾐWゲゲぐI aWﾉデ デｴWヴW ┘;ゲ ﾐﾗ ┗;ﾉ┌W ｷﾐ ┌ゲｷﾐｪ ｷデ ぐくI SｷSﾐげデ ;Iデ┌;ﾉﾉ┞ デｴｷﾐﾆ ｷデ ┘ﾗ┌ﾉS 
HWﾐWaｷデ ﾏ┞ I;ヴWWヴくざ 
Another motivator is centrality.  Centrality evidences how important, how much of a 
priority and/or how much effort, is the use of social media to the person (Ormrod 2014; 
Miles & Huberman 1994).  Ormrod (2014) has pointed out that intentional learners are 
eager to acquire mastery of the subject matter, and so prioritize it and/or exert 
considerable effort toward mastery.  Also, they bring to the table a variety of self-learning 
and self-regulatory strategies gained from their past experiences.  Lastly, Southerland & 
Sinatra (2003) mention that intentional learners believe the knowledge about a topic 
continues to evolve and improve over time and that acquiring mastery of the subject 
often takes time, effort, and perseverance.  Notice that centrality as a motivator is high 
for most owners and merely a moderate motivator for just one (Appendix 4.4 p. 155).  As 
the owner of a new business, EventCo, stated: 
さIデ ┘;ゲ ﾗﾐW ﾗa ﾏ;ﾐ┞ デｴｷﾐｪゲ I ┘;ゲ ┘ﾗヴﾆｷﾐｪ ﾗﾐくざ  




Also for one of these career-motivated users, a relationship exists among the variables: 
high centrality and favourable attitudes are also present (Appendix 4.4 p. 155).  The 
owner of CompuCo, an established business mentioned that:  
さUゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐIヴW;ゲWゲ ﾏ┞ ヴWヮ┌デ;デｷﾗﾐが ﾏ┞ ｷﾐaﾉ┌WﾐIWが ;ﾐS ﾏ┞ H┌ゲｷﾐWゲゲぐｷデげゲ 
my ┗WｴｷIﾉW aﾗヴ Wﾐｪ;ｪｷﾐｪ ┘ｷデｴ ヮWﾗヮﾉWぐｷデげゲ ;ﾐ WゲゲWﾐデｷ;ﾉ ヮ;ヴデ ﾗa ﾏ┞ H┌ゲｷﾐWゲゲぐIげ┗W 
always ﾉｷﾆWS デｴW ﾐW┘ デWIｴﾐﾗﾉﾗｪｷWゲ H┌デ I SｷSﾐげデ ;Iデ┌;ﾉﾉ┞ ﾆﾐﾗ┘ ; ﾉﾗデ ;Hﾗ┌デ ゲﾗIｷ;ﾉ 
media so I デﾗﾗﾆ ゲﾗﾏW デヴ;ｷﾐｷﾐｪ ﾗﾐ ｷデき ﾐﾗ┘ I ﾆﾐﾗ┘ ケ┌ｷデW ; ﾉﾗデ ﾏﾗヴWくざ 
Salient points from the above case are as follows: Evidence has been given of how and 
why the three antecedents link (past experience, past related knowledge, and cognition). 
Given this relationship, they are established as antecedents of individual absorptive 
capacity (IAC), the independent variable. Evidence has also been given of why (motives) - 
what causes or originates - the relationship between individual absorptive capacity (IAC) 
and individual performance in the SME (IPSME), the outcome variable.  
The following evidence, from the second case study, shows how that is the case. To get 
favorable attitudes toward IPSME high levels of moderating variables career relevance 
(WFTET) and centrality (VBT) need to be present.  
6. 3  C;ゲW “デ┌S┞ ヲ さB┌ｷﾉSｷﾐｪ BﾉﾗIﾆゲ ﾗa Iﾐaﾉ┌WﾐIWざ  
TｴW デｴWﾏW さH┌ｷﾉSｷﾐｪ HﾉﾗIﾆゲ ﾗa ｷﾐaﾉ┌WﾐIWざ emerges from the idea that by assigning a high 
valuation to the use of social media, things such as communicating and connecting with 
others ;ﾐS ヮWヴゲﾗﾐ;ﾉ WaaWIデｷ┗WﾐWゲゲ I;ﾐ ｷﾐIヴW;ゲW デｴW “ME ﾗ┘ﾐWヴげゲ ｷﾐaﾉ┌WﾐIWく  IﾐIヴW;ゲWS 
ｷﾐaﾉ┌WﾐIW I;ﾐ ﾉW;S デﾗ ｷﾐIヴW;ゲWS ヴWヮ┌デ;デｷﾗﾐ ┘ｴｷIｴ I;ﾐ ヮﾗゲｷデｷ┗Wﾉ┞ HWﾐWaｷデ デｴW “ME ﾗ┘ﾐWヴげゲ 
I;ヴWWヴ ヴWﾉW┗;ﾐIWく TｴW デWヴﾏ ゲ┌ｪｪWゲデWS aﾗヴ デｴW ヮヴﾗIWゲゲ ﾗa ;ゲゲｷｪﾐｷﾐｪ ┗;ﾉ┌;デｷﾗﾐ ｷゲ さIﾗｪﾐｷデｷ┗W-
ｷﾐaﾉ┌WﾐIWS ┗;ﾉ┌;デｷﾗﾐざ ふCVぶ ふA┌デｴﾗヴげゲ ﾗ┘ﾐ ヲヰヱΑぶ ┘ｴｷIｴ ｷゲ ｷﾐaﾗヴﾏWS H┞ デｴW デｴWﾗヴWデｷI;ﾉ 




perspective of cognitive psychology.  What drives an entrepreneur will influence her or 
his willingness to follow a technologically-enabled trend (WFTET).  As Burns (1995) 
emphasizes, it is not at all unusual for individuals to have different needs and concerns at 
different times, and that they have subjective interpretations in different contexts, and it 
is those potentially mutable interpretations that are assigned value by the individuals.   
Davis (1989) points out that an individual will tend to use or not use an application to the 
extent s/he believes it will help the individual perform her/his job better. The term for 
デｴ;デ ｷゲ さヮWヴIWｷ┗WS ┌ゲWa┌ﾉﾐWゲゲざ ふD;┗ｷゲ ヱΓΒΓ ンヲヰぶく  Tｴis follows from the definition of the 
┘ﾗヴS ┌ゲWa┌ﾉぎ さI;ヮ;HﾉW ﾗa HWｷﾐｪ ┌ゲWS ;S┗;ﾐデ;ｪWﾗ┌ゲﾉ┞ざ ふO┝aﾗヴS DｷIデｷﾗﾐ;ヴ┞ ヱΓΒΒ ヱヴヴΒぶく  
Communicating and connecting with others is one of several perceived beneficial utilities 
of social media technology (Davis 1989). Cook (2008) asserts that it is entirely possible for 
one person to use social media to reach many hundreds or many thousands of other 
people around the world.  Professionally, the use of social media by SME owners helps 
them make connections (e.g., Facebook), develop their business (e.g., LinkedIn), get jobs 
(e.g., gain client accounts, get references from current/former clients), and so forth.  For 
instance, the owner of EventCo and the owner of CompuCo (Appendix 4.4 p. 155) 
perceive the value of social media (Appendix 4.2 p. 150: CV-PV) as a means of connecting 
with individual customers (Appendix 4.5 p. 156).  The owner of CompuCo stated:  
さI ┌ゲW T┘ｷデデWヴ aﾗヴ ┗Wヴ┞ aﾗI┌ゲWS ゲｴﾗヴデ ﾏWゲゲ;ｪWゲ デﾗ ﾗヴ aヴﾗﾏ IﾉｷWﾐデゲ ﾗヴ ﾗデｴWヴ 
individuals, Facebook to provide professional commentary, and LinkedIn to write 
ｪ┌Wゲデ Hﾉﾗｪゲ aﾗヴ ﾏ┞ IﾗﾏﾏWヴIｷ;ﾉ IﾉｷWﾐデゲくざ 
Personal effectiveness is another perceived usefulness (Appendix 4.2 p. 150: CV-PU**) of 
social media.  At the individual level, if a user (the SME owner) is more productive, more 




efficient, and more effective at his/her job then the system is high in perceived usefulness 
to that individual.  And, it would make sense that person is willing to use it.  One instance 
of using social media (such as Facebook, Google+, Pinterest and so forth) for increased 
efficiency comes from the owner of a new business, EventCo (Appendix 4.4 p. 155):   
さI ｴ;S HWWﾐ ┌ゲｷﾐｪ ヮヴｷﾐデ ;Sゲ ┘ｴWﾐ I ゲデ;ヴデWS ﾏ┞ H┌ゲｷﾐWゲゲ H┌デ ｷデ ┘;ゲﾐげデ ;ゲ ┌ゲWa┌ﾉ aﾗヴ 
ｴｷｪｴﾉ┞ ゲヮWIｷaｷI ﾐｷIｴW ﾏ;ヴﾆWデｷﾐｪ ゲﾗ ﾐﾗ┘ Iげﾏ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ;ぐく aﾗヴ ヮﾗヮ-┌ヮ ;Sゲぐく 
aﾗヴ ﾏ┞ ┘WHゲｷデWぐくヮﾗゲデｷﾐｪ ヮｴﾗデﾗゲ ﾗﾐ F;IWHﾗﾗﾆぐくデﾗ T┘ｷデデWヴぐくデﾗ GﾗﾗｪﾉWЩぐく ゲWﾐSｷﾐｪ 
ヮｴﾗデﾗゲっデW┝デｷﾐｪ ┘ｷデｴ IﾉｷWﾐデゲ ;Hﾗ┌デ デｴWｷヴ ﾗヴSWヴゲぐﾐﾗ┘ Iげﾏ ﾏﾗヴW ヮヴﾗS┌Iデｷ┗W ;ﾐS 
WaaｷIｷWﾐデくざ    
Another example of increased efficiency and effectiveness (Appendix 4.2 p. 150) is given 
by the owner of PRCo, an established SME (Appendix 4.4 p. 155), about following trends 
in new social media:  
さぐI aﾗﾉﾉﾗ┘ デヴWﾐSゲき I ｴ;┗W ﾉｷﾏｷデWS デｷﾏWが ﾉｷﾏｷデWS H┌SｪWデが ;ﾐS ┘;ﾐデ デﾗ ｪWデ デﾗ ヮWﾗヮﾉW ;ゲ 
quickly and effectively as possible. So I follow social media trends to see whether 
ｷデげﾉﾉ WaaｷIｷWﾐデﾉ┞ ;ﾐS WaaWIデｷ┗Wﾉ┞ Sﾗ ┘ｴ;デ I ﾐWWS ｷデ デﾗ Sﾗく Iげ┗W aﾗ┌ﾐS デｴ;デ ゲﾗIｷ;ﾉ ﾏWSｷ; 
ゲ┌Iｴ ;ゲ T┘ｷデデWヴが F;IWHﾗﾗﾆが GﾗﾗｪﾉWЩが Yﾗ┌T┌HWが ;ﾐS PｷﾐデWヴWゲデ ;ヴW ;ﾏ;┣ｷﾐｪぁざ 
 A system high in perceived usefulness is one which the individual has motivation to 
utilize (Rindova, Williams, Petkova & Sever 2005).  Specific to this research, it would make 
ゲWﾐゲW デｴ;デ ﾏﾗデｷ┗;デｷﾗﾐ Iﾗ┌ﾉS ｷﾏヮ;Iデ デｴW “ME ﾗ┘ﾐWヴげゲ ┘ｷﾉﾉｷﾐｪﾐWゲゲ デﾗ aﾗﾉﾉﾗ┘ ; 
technologically-enabled trend (WFTET).  Additionally, it would make sense that 
willingness to follow a technologically-Wﾐ;HﾉWS デヴWﾐS Iﾗ┌ﾉS H┌ｷﾉS デｴW “ME ﾗ┘ﾐWヴげゲ 
reputation in/directly.  The following examples show how the willingness on the part of 
the individual SME owner to follow a technologically-enabled trend (WFTET) links 




influence and career relevance. First, the owner of a new enterprise, GraphicCo (Appendix 
4.4 p. 155) reports: 
さI ┌ゲW ゲﾗIｷ;ﾉ ﾏWSｷ; W┗Wヴ┞ S;┞ぐ┘ｷデｴ ｷデ I ;ﾏ ﾏﾗヴW WaaWIデｷ┗W ;ﾐS ヮヴﾗS┌Iデｷ┗Wぐく ;ﾐS 
ヮヴﾗHﾉWﾏ ゲﾗﾉ┗ｷﾐｪ aﾗヴ ﾏ┞ IﾉｷWﾐデゲ HWIﾗﾏW W;ゲｷWヴぐくﾗ┗Wヴ デｷﾏW デｴﾗse things help build 
ﾏ┞ ｷﾐaﾉ┌WﾐIW ;ﾐS ｷデ ｴWﾉヮゲ SW┗Wﾉﾗヮ ﾏ┞ H┌ゲｷﾐWゲゲくざ 
Second, the owner of an established business, SalonCo (Appendix 4.4 p. 156) stated: 
さI ┌ゲW ゲﾗIｷ;ﾉ ﾏWSｷ; ;デ ﾉW;ゲデ ヵヰХ ﾗa W┗Wヴ┞ ┘ﾗヴﾆ S;┞ HWI;┌ゲW ｷデ ｷゲ ゲ┌ヮWヴH aﾗヴ 
ヮヴﾗS┌Iデｷ┗ｷデ┞が ｷデげゲ ┗Wヴ┞ WaaｷIｷWﾐデ aﾗヴ デｷﾏW ﾏ;ﾐ;ｪWﾏWﾐデが ;ﾐS ｷデげゲ ﾏW;ゲ┌ヴ;HﾉWく I ┌ゲW デｴW 
little apps and packages and online tools that generate numbers which show me 
data about my client engagement, span of reach, increased influence, and 
ｷﾐIヴW;ゲWS ヴWヮ┌デ;デｷﾗﾐく  Iデげゲ ;Hﾗ┌デ H┌ｷﾉSｷﾐｪ HﾉﾗIﾆゲ ﾗa ｷﾐaﾉ┌WﾐIWが デｴW┞ Sﾗﾐげデ ;ﾉﾉ ﾉW;S デﾗ 
sales automatically, they lead to credibility-raising and increased 
ｷﾐaﾉ┌WﾐIWぐく┞ﾗ┌げ┗W ｪﾗデ デﾗ H┌ｷﾉS デｴ;デ ;ﾐS W;ヴﾐ ｷデが ;ﾐS ｷデ SﾗWゲﾐげデ ｴ;ヮヮWﾐ ﾗ┗Wヴﾐｷｪｴデくざ   
UゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐIヴW;ゲWゲ デｴW “ME ﾗ┘ﾐWヴゲげ ゲWﾉa-confidence in having a good grasp of 
ｴﾗ┘ HWゲデ デﾗ ┌ゲW ｷデ デﾗ ;ﾐデｷIｷヮ;デW デｴWｷヴ IﾉｷWﾐデゲげ ﾐWWSゲ ;ﾐS ゲWヴ┗W デｴWｷヴ IﾉｷWﾐデゲ ┘Wﾉﾉく  Fﾗヴ 
instance, the owner of PRCo (Appendix 4.4 p. 155; Appendix 4.5 p. 156) remarked:  
さI ゲｷデ Sﾗ┘ﾐ ┘ｷデｴ ｷﾐSｷ┗ｷS┌;ﾉ IﾉｷWﾐデゲ ;ﾐS aｷﾐS ﾗ┌デ ┘ｴ;デ デｴW┞ want to achieve, who do 
they want to talk to, what audience do they want to reach, and what market do 
they want to break into.  Afterward, I feel confident knowing how best to use social 
ﾏWSｷ; デﾗ SWﾉｷ┗Wヴ ﾗヮデｷﾏ;ﾉ ヴWゲ┌ﾉデゲ aﾗヴ デｴWﾏく Iデげゲ ﾆW┞ デﾗ ﾏ┞ a┌デ┌ヴW ゲ┌IIWゲゲくざ   
Relevant details from the above case are as follows:  First, given that individual absorptive 
capacity (IAC) influences individual performance in the SME (IPSME) it would make sense 




these are positively moderated by willingness to follow a technologically-enabled trend 
(WFTET).  Second, empirical evidence has been given of how and why willingness to 
follow a technologically-enabled trend (WFTET) positively moderates the relationship 
between individual absorptive capacity (IAC) and individual performance in the SME 
(IPSME).  Third, empirical evidence indicates what types of moderators have been 
assigned valuation by the individual SME owners.  Fourth, empirical evidence suggests 
why it is that in order to get favourable attitudes toward individual performance in the 
SMEs (IPSME), high levels of career relevance (WFTET), one of two moderating factors, is 
needed.   
Evidence has also been given of why (motives) the relationship between individual 
absorptive capacity (IAC) and individual performance in the SME (IPSME), the outcome 
┗;ヴｷ;HﾉWが ｷゲ SWﾏﾗﾐゲデヴ;デWS デｴヴﾗ┌ｪｴ デｴW ﾗ┘ﾐWヴゲげ ゲデ;デWﾏWﾐデゲく  
The following evidence, from the final case study, shows how it is the case that in order to 
get favorable attitudes towards individual performance in the SME (IPSME), high levels of 
centrality, the second of two moderating variables, is needed. 
6. 4 C;ゲW “デ┌S┞ ン さAデデ;ｷﾐｷﾐｪ デｴW Uﾐ;IｴｷW┗;HﾉWざ 
TｴW aｷﾐ;ﾉ デｴWﾏW WﾐI;ヮゲ┌ﾉ;デWゲ デｴW ｪﾗ;ﾉゲ HWｴｷﾐS デｴW “ME ﾗ┘ﾐWヴげゲ ;S;ヮデｷ┗W HWｴ;┗ｷﾗur of 
accepting social media as a viable business tool (VBT).  An identified goal is to be highly 
competitive.  One way to attain the distinction of being highly competitive is to 
SｷaaWヴWﾐデｷ;デW ﾗﾐWゲWﾉa aヴﾗﾏ ﾗﾐWげゲ IﾗﾏヮWデｷデﾗヴゲが ;ゲ ﾏ;ﾐ┞ ﾗデｴWヴ H┌ゲｷﾐWゲゲWゲ ﾏ;┞ HW ﾗaaWヴｷﾐｪ 
the same product or service to the same potential customers.  In that kind of competitive 
H┌ゲｷﾐWゲゲ Wﾐ┗ｷヴﾗﾐﾏWﾐデ デｴW “ME ﾗ┘ﾐWヴげゲ ｴｷｪｴ IWﾐデヴ;ﾉｷデ┞ ﾗa ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ;ゲ ; ┗ｷ;HﾉW 
business tool can be a differentiation.  Tｴｷゲ ﾏW;ﾐゲ デｴ;デ デｴW “ME ﾗ┘ﾐWヴげゲ ┌ゲW ﾗa ゲﾗIｷ;ﾉ 




media is a priority, is perceived as an essential business tool, is integrated into the 
business strategy, and is implemented via structured, planned tactics, methods, and 
techniques.  More specifically, how social media is used will be the differentiation.  For 
instance, the owner of an established business PRCo (Appendix 4.4 p. 155) shared her 
strategy for high centrality (Appendix 4.4 p. 155): 
さI ｴ;┗W ; H┌ゲｷﾐWゲゲ ヮﾉ;ﾐ ｷﾐ ヮﾉ;IW デｴ;デ ゲ;┞ゲ け┘W ┘ｷﾉﾉ ┌ゲW ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ デWヴﾏゲ ﾗa ｴﾗ┘ 
we market ourselves and we will offer social media as a service therefore social 
ﾏWSｷ; ┘ｷﾉﾉ ｴWﾉヮ SｷaaWヴWﾐデｷ;デW ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげく  “ﾗ ┘W ┘ｷﾉﾉ ┌ゲW ｷデ ゲデヴﾗﾐｪﾉ┞ aﾗヴ 
H┌ゲｷﾐWゲゲ SW┗WﾉﾗヮﾏWﾐデ ヮ┌ヴヮﾗゲWゲ デﾗ ;IｴｷW┗W デｴﾗゲW ｴｷｪｴ ﾏWデヴｷIゲ デｴ;デ ┘Wげ┗W ゲWデ 
ﾗ┌ヴゲWﾉ┗Wゲくざ 
Other business uses of social media include advertising and marketing, human resources, 
launching new products and services, posting job openings, and tracking metrics.  
Mangold and Faulds (2009) point out that when businesses enter the social media arena 
they carefully craft their message with the marketplace to consistently reflect their 
business values.  More specifically, why social media is used will be a differentiator. As the 
owner of SalonCo (Appendix 4.4 p. 156) commented:  
さWｴWデｴWヴ ヮWﾗヮﾉW IﾗﾏW ｴWヴW デﾗ H┌┞ ; ┗Wヴ┞ ｪﾗﾗS ｴ;ｷヴ ヮヴﾗS┌Iデ ┘Wげ┗W ﾐW┘ﾉ┞ ﾉ;┌ﾐIｴWS 
on Social MentiﾗﾐぐくゲWWﾐ ﾗ┌ヴ ;S┗Wヴデ ﾗﾐ F;IWHﾗﾗﾆ aﾗヴ ; ﾐW┘ ゲWヴ┗ｷIW ┘W ﾗaaWヴぐく; ﾃﾗH 
;S┗Wヴデ ﾗﾐ デｴW ゲ;ﾉﾗﾐげゲ ┘WHゲｷデWが ﾗヴ ヮｷIデ┌ヴWゲ ﾗa ｴ;ｷヴI┌デゲ ヮﾗゲデWS ﾗﾐ Iﾐゲデ;ｪヴ;ﾏが ﾗヴ 
;ﾐ┞デｴｷﾐｪ ﾉｷﾆW デｴ;デが Iげ┗W ｴ;S ｷデ ;ﾉﾉ SWゲｷｪﾐWS ゲﾗ ﾐﾗ ﾏ;デデWヴ ┘ｴ;デ デｴW ヮ┌ヴヮﾗゲWが ﾐﾗ 
matter what platform people go through to connect with the salon, it influences 
デｴWﾏ デﾗ ｪWデ ｴWヴWが デﾗ デｴｷゲ ゲ;ﾉﾗﾐく Iデげゲ け;ﾉﾉ ヴﾗ;Sゲ ﾉW;S デﾗ ｴWヴWげくざ       




The second goal is to keep updated on new social media technologies available so as to 
improve the life of the SME owner.  The notion is that because all these SME owners 
currently use social media (Appendix 4.4 p. 155-156) they must therefore maintain 
ongoing effort (high centrality) to refine their use.  Refinement means fine-tuning 
messaging and use of mechanism options to best fit their business (Choudhary 2012), 
improvement in utilization (Kaplan & Haenlein 2010), continued effort to learn (Ormrod 
2014), continued effort to innovate (Lichtenthaler 2009), to maintain job relevance (Yi, 
Jackson & Park 2006), and remain competitive in their sector of industry (Choudhary 
2012).  Amongst the benefits of refinement are the ability to problem solve when 
obstacles or challenges emerge (Burns 1995) and to improve their professional life 
(Mangold & Faulds 2009). For instance, with regard to using social media to improve 
professional life, the owner of CompuCo (Appendix 4.4 p. 155) stated: 
さI ゲ┌HゲIヴｷHW デﾗ ; Iﾗ┌ヮﾉW ﾗa aヴWW ゲﾗIｷ;ﾉ ﾏWSｷ; ゲｷデWゲ ﾗﾐ デｴW IﾐデWヴﾐWデ HWI;┌ゲW デｴW┞ 
ﾏ;ﾆW ﾏ┞ ┘ﾗヴﾆ ﾉｷaW W;ゲｷWヴぐI ﾆWWヮ ;ﾐ W┞W ﾗﾐ ﾐW┘ SW┗WﾉﾗヮﾏWﾐデゲ ;ﾐS ﾐW┘ aW;デ┌ヴWゲ 
from F;IWHﾗﾗﾆ ;ﾐS T┘ｷデデWヴ ;ﾐS PｷﾐデWヴWゲデ ;ﾐS GﾗﾗｪﾉWЩくざ 
The third goal is for purposes of collaboration and cooperation.  Cook (2008) pointed out 
that Schopieray (2003) identified cooperation as being focused on the product and 
collaboration on the process, yet that the objective of both being to generate a result that 
is better than what could have been produced alone.  For instance, the owner of the new 
business EventCo (Appendix 4.4 p. 155) reported: 
さI Sﾗﾐげデ ｴ;┗W ;ﾐ┞ ヮヴﾗHﾉWﾏゲ ┘ｷデｴ デ;ﾉﾆｷﾐｪ デﾗ ヮWﾗヮﾉW ┘ｴﾗ ;ヴW ｷﾐ the same industry as 
ﾏ┞ゲWﾉaく I I;ﾐ ;ﾉ┘;┞ゲ aｷﾐS ; SｷaaWヴWﾐデ ;ﾐｪﾉWぐく┞ﾗ┌ ﾆﾐﾗ┘が ┘ｴWヴW ┘W I;ﾐ Iﾗﾉﾉ;Hﾗヴ;デW 




ﾗﾐ ; ヮヴﾗﾃWIデく “ﾗ デｴW aW;ヴ ﾗa Iﾗﾉﾉ;Hﾗヴ;デｷﾗﾐ ｷゲ ｪﾗﾐW ﾗ┌デ デｴW ┘ｷﾐSﾗ┘が ヴW;ﾉﾉ┞く Iデげゲ ﾃ┌ゲデ ; 
ケ┌Wゲデｷﾗﾐ ﾗa ┘ｴWヴW ┘Wげﾉﾉ ｪWデ デﾗｪWデｴWヴ げI;┌ゲW ┘W ﾉｷﾆW デﾗ ゲｴ;ヴW ﾗ┌ヴ ﾆﾐﾗ┘ﾉWSｪWくざ  
Another new business owner (GraphicCo; Appendix 4.4 p. 155) stated the following: 
さM┞ ;ヮヮヴﾗ;Iｴ ｷゲ デﾗ Iﾗﾉﾉ;Hﾗヴ;デW ┘ｷデｴ ﾏ┞ デW;ﾏ ;ﾐS ﾏ┞ IﾉｷWﾐデゲく M┞ デW;ﾏ ;ヴW IﾉW┗Wヴ 
people. We work well together. We give and receive input, and generally support 
one another on these projects. We stay up-to-date on technology. We are very 
productive and effective to create results by getting input from our clients about 
the graphic design they want. These are important ways I build my professional 
ｷﾐaﾉ┌WﾐIWくざ 
Salient details from the above case are as follows:  First, given that individual absorptive 
capacity (IAC) influences individual performance in the SME (IPSME) it would make sense 
that these are positively moderated by willingness to follow a technologically-enabled 
trend (WFTET) and individual predisposition toward accepting social media as a viable 
business tool (VBT).  Second, empirical evidence has been given of why individual use of 
social media as a viable business tool (VBT) positively moderates the relationship 
between individual absorptive capacity (IAC) and individual performance in the SME 
(IPSME).  Empirical evidence indicates that SME owners use the newer social media 
platforms/apps to compete by offering products and services to potential customers in 
better and different ways (VBT) than their competitors (Appendix 4.2 p. 150-151: AB).  
Empirical evidence has been given which indicates perceived usefulness of social media 
;ﾐS デｴW ;Hｷﾉｷデ┞ デﾗ ┌ゲW ﾐW┘Wヴ ゲﾗIｷ;ﾉ ﾏWSｷ; デWIｴﾐﾗﾉﾗｪｷWゲ デﾗ ｷﾏヮヴﾗ┗W ﾗﾐWげゲ ﾉｷaW ヮﾗゲｷデｷvely 
moderates the relationship between individual absorptive capacity (IAC) and individual 
performance in SME (IPSME).  




6. 5 Chapter Summary 
The content of this chapter presents the case studies of three separate thematic points: 
さWｷデｴﾗ┌デ BWｷﾐｪ A┘;ヴWざが さB┌ｷﾉSｷﾐｪ BﾉﾗIﾆゲざが ;ﾐS さAIｴｷW┗ｷﾐｪ デｴW Uﾐ;IｴｷW┗;HﾉWざく  TｴW aﾗI┌ゲ 
;ヴﾗ┌ﾐS W;Iｴ デｴWﾏW ;ﾐS デｴW “ME ﾗ┘ﾐWヴゲげ ;ヮヮﾉｷI;デｷﾗﾐが W┗Wﾐ ┌ﾐ┘ｷデデｷﾐｪﾉ┞が Wゲデ;HﾉｷゲｴWゲ 
linkages to H1a - H1c and H2.  The next chapter will draw conclusions around the 
























Chapter 7: Discussion and Conclusion 
  
 
7. 1 OVERVIEW OF THE CHAPTER 
This chapter summarizes the findings and results, which contribute practical implications 
to Management literature in numerous ways and have merit for both academics and 
practitioners.  It also examines areas where the research could expand, possible 
directions for future research, and potential applications of the theoretical developments 
found by this research.  
The chapter proceeds as follows: In section 7.2 the four main findings of individual 
absorptive capacity, individual performance in the SME, willingness to follow a 
technologically-enabled trend and individual predisposition toward accepting social 
media as a viable business tool are discussed.  In section 7.3 the four significant 
contributions to literature are highlighted.  These include the relevance of this research to 
public policy on small businesses, why and how individual absorptive capacity influences 
individual performance in the SME, how it is that cognitive-influenced valuation 
influences willingness to follow a technologically-enabled trend, and how it is that 
adaptive behavior influences individual predisposition toward accepting social media as a 
viable business tool.  
Section 7. 4 discusses the limitations of this study and implications of this research.  The 
former includes the sample size and lack of correlation between the data sets while the 
latter centers around small business policy at the local and regional levels.  Section 7. 5 
proposes direction for future research, and in section 7. 6 the conclusion is given. 
  




7. 2 DISCUSSION  
This study used a mixed-methods convergent exploratory design to explore why SME 
owners use social media in their daｷﾉ┞ ┘ﾗヴﾆく  TｴW ヴWゲW;ヴIｴ ｷﾐ┗Wゲデｷｪ;デWS け┘ｴ┞ デｴW 
relationship between individual absorptive capacity and individual performance in the 
“ME ;ﾐS ｴﾗ┘ デｴｷゲ ｷゲ デｴW I;ゲWげい  MﾗヴW ゲヮWIｷaｷI;ﾉﾉ┞が デｴｷゲ ゲデ┌S┞ W┝ヮﾉﾗヴWS デ┘ﾗ ｷﾐデWヴIﾗﾐﾐWIデWS 
concepts: what influence, if any, individual absorptive capacity has on willingness to 
follow a technologically enabled trend, and an individual predisposition to accept social 
media as a viable business tool, leading to improved performance in the SME.  The four 
main findings are discussed below.  
7. 2. 1 INDIVIDUAL ABSORPTIVE CAPACITY  
In this research, absorptive capacity has been examined at the level of the individual, thus 
responding to a call by previous research to examine individual cognition(s), as individual 
cognition(s) is the b;ゲｷゲ ﾗa ; aｷヴﾏげゲ ;Hゲﾗヴヮデｷ┗W I;ヮ;Iｷデ┞ ふL;ﾐWが Kﾗﾆ; わ P;デｴ;ﾆ ヲヰヰヶぶく  Iﾐ 
addition, individual cognition is a critical internal driver of absorptive capacity (Lane et al. 
2006; Cohen & Levinthal 1990).  This examination at the level of the individual leads to 
the following four points.   
7. 2. 2 PAST EXPERIENCE, PAST RELATED KNOWLEDGE, AND COGNITION AS  
 ANTECEDENTS OF INDIVIDUAL ABSORPTIVE CAPACITY 
First, from an academic point of view, this research proposed individual absorptive 
capacity (IAC) as being composed of the three antecedents: past experience (PE), past 
related knowledge (PK), and cognition (learning に up to the current moment) (COG).  The 
empirical results, found in Chapter 6 (pp. 116 に 119), suggest a direct and positive link 
between PE, PK, and COG.  Given that linkage these three have been established as 




antecedents of IAC and provides foundational conceptual groundwork for related 
theories. 
7. 2. 3 INDIVIDUAL ABSORPTIVE CAPACITY INFLUENCES INDIVIDUAL PERFORMANCE IN 
THE SME  
Second, this research WﾏヮｷヴｷI;ﾉﾉ┞ デWゲデWS VﾗﾉHWヴS; Wデ ;ﾉ ふヲヰヱヰぶ ;ﾐS CﾗｴWﾐ ;ﾐS LW┗ｷﾐデｴ;ﾉげゲ 
(1990) conceptualization of absorptive capacity at the individual level (IAC) and reinforced 
IAC by showing its influence on individual performance in the SMEs (IPSME).  These 
results highlighted the effect of motivation on meaningful learning and individual job 
performance (Nolen 2007, 1996).  Additionally, high levels of motivation influenced both 
individual success and beneficial outcomes (Hidi & Renninger 2006).   
In the context of SME owners using social media in their daily work lives, these results 
revealed a similarity between both new and established entrepreneurs: they assign a high 
value to the drive for continuous learning and believe it is very important to them for 
attaining goals and for achieving successful project outcomes (Dutot & Bergeron 2017).  
And in a much broader and more general context learning for any individual, regardless of 
the related organizational size, is very important and the drive for it is likely no different 
from any business sector regardless of organizational size (e.g., MNEs, born globals) 
(Dutot & Bergeron 2017).  
 7. 2. 4 WILLINGNESS TO FOLLOW A TECHNOLOGICALLY-ENABLED TREND 
The third suggestion encompasses the theoretical constructs willingness to follow a 
technologically-enabled trend (WFTET) and individual predisposition toward accepting 
social media as a viable business tool (VBT).  These two constructs are situated within 
cognitive psychology and business management and strategy, and this research proposed 




;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ WFTET ;ﾐS VBT ﾏｷｪｴデ ヮﾗゲｷデｷ┗Wﾉ┞ ｷﾐaﾉ┌WﾐIW デｴW ヴWﾉ;デｷﾗﾐゲｴｷヮ HWデ┘WWﾐ IAC 
and IPSME.   
The empirical findings for WFTET suggest the following trifold links to existing theory: 
First, high levels of self-WaaｷI;I┞ ふAｴﾉWﾐが Dヴﾐﾗ┗ジWﾆ わ Hｷゲrich 2014) and prior training on use 
of social media (Kaplan & Haenlein 2010) positively influenced the relationship between 
IAC and IPSME when the SME owner attended activities, courses, or events in support of 
training on use of new social media technology.  
Second, detecting meaningful patterns or trends in emergent technology (Helfat & 
Peteraf 2014) and personal motivation to learn (Colquitt & Simmering 1998) positively 
influenced the relationship between IAC and IPSME when the SME owner perceived a 
new opportunity to communicate and connect with others (Dutot & Ensley 2006) to 
increase his or her career and industry relevance (Venkatesh & Davis 2000).   
SME owners count communicating and connecting with others (Cook 2008) via social 
media as a means of building reputation and influence (Sarasvanthy & Dew 2008), 
assigning it a perceived usefulness value (Venkatesh & Davis 2000).  SME owners use 
social media, professionally, to make connections (e.g., Facebook) (Tolliday 2017), 
develop their businesses (e.g., LinkedIn) (Burgess, Selitto, Cox, Bureltjens & Bigley 2017), 
get jobs (Sensis 2016), gain client accounts (Michaelidou, Siamagka & Christodoulides), 
get references from former/current clients (e.g., Google+) (Breslauer & Smith 2009), 
launch new products or services (e.g., Social Mention) (Sensis 2016), and so forth.  This 
means it is entirely possible for one entrepreneur to use social media to reach many 
hundreds or many thousands of other people around the world.  
Third, increased efficiencies and effectiveness influenced the relationship between IAC 
and IPSME when SME owners believed their use of social media yielded key performance 




indicators (essentially meeting their performance expectancy).  SME owners used metrics 
sourced from Google analytics, website traffic, mobile traffic, followers, and retweets to 
measure their social media performance (Durkin et al. 2013); performance expectancy is a 
hallmark of their willingness to follow a technologically-enabled trend (Venkatesh, Thong 
& Xu 2012).  This means SME owners were highly motivated and willing to use social 
media in their daily work because of a held belief that increased efficiency and job 
productivity positively influenced their professional reputation.   
7. 2. 5 INDIVIDUAL PREDISPOSITION TOWARD ACCEPTING SOCIAL MEDIA AS A VIABLE  
 BUSINESS TOOL 
As mentioned above this construct comes from the disciplines of cognitive psychology 
and business management and strategy.  The empirical findings for the construct of 
individual predisposition toward accepting social media as a viable business tool (VBT) 
suggested the following three links to existing theory:  First, high centrality of use of social 
media influenced the relationship between IAC and IPSME when SME owners identified 
being highly competitive as a business goal that would assist them in achieving long-term 
enterprise success (Dutot & Bergeron 2017).  This means SME owners had strong belief in 
the value of incorporating social media as a strategic business tool into their daily work 
for sustainable business success.  In addition, the high centrality of use of social media 
enabled SME owners to perceive and respond more quickly to both customer demands 
and competitor challenges (Gates 1999).  
Second, SME owners consider social media to be an essential differentiator in their 
competitive business environments and thus prioritized its use in their daily lives (Dutot & 
Bergeron 2017).  Additionally, SME owners carefully crafted their message with the 




marketplace to consistently reflect their business values (Mangold & Faulds 2009); this is 
; ヮ┌ヴヮﾗゲWa┌ﾉ SｷaaWヴWﾐデｷ;デﾗヴ HWｴｷﾐS デｴW “ME ﾗ┘ﾐWヴゲげ ゲﾗIｷ;ﾉ ﾏWSｷ; ゲデヴ;デWｪ┞ ふVWﾐﾆ;デWゲｴ Wデ 
al. 2012).     
Third, SME owners frequently cited business development purposes and functional 
purposes as reasons for using social media in the workplace (Dutot & Bergeron 2017; 
Blanchard 2011).  This means SME owners implemented strong social media use via 
structured planned tactics, methods, techniques and functions.  Structured planned 
tactics included upgrading enterprise IT capability (Davis 1989), while functions included 
advertising, marketing, human resources, launching new products and services, posting 
job openings, and tracking professional metrics (Durkin et al. 2013).    
 7. 3 CONTRIBUTIONS TO LITERATURE  
The contributions to literature are significant for four reasons. First, this research 
explored why SME owners used web-based technologies in their daily work and how this 
use influenced their individual performance in the SME.  This is relevant, as public policy 
in ゲ┌ヮヮﾗヴデ ﾗa WﾏWヴｪWﾐデ WﾐデヴWヮヴWﾐW┌ヴｷ;ﾉ ｷﾐﾐﾗ┗;デｷﾗﾐ ｷゲ ﾗaデWﾐ ゲｴ;ヮWS H┞ デｴW WﾐデヴWヮヴWﾐW┌ヴゲげ 
use of existing innovations (Acs 2006; GEM 2006) に a self-perpetuating cycle that can 
drive innovation and, potentially, successful economies.  It is important to note that while 
the focus of this research has been at the individual level rather that at the organizational 
level, this research recognizes the important contributions of organizational-level use of 








7. 3. 1 INDIVIDUAL ABSORPTIVE CAPACITY AND INDIVIDUAL PERFORMANCE IN THE  
 SME 
Second, this research explained the construct absorptive capacity (Cohen & Levinthal 
1990) which derives from the academic discipline of cognitive psychology.  This research 
then established past experience, past related knowledge, and cognition as being 
antecedents of individual absorptive capacity (IAC) (Cohen & Levinthal 1990).  
Additionally, this research empirically tested Volberda et al. (2010) and Cohen and 
LW┗ｷﾐデｴ;ﾉげゲ ふヱΓΓヰぶ IﾗﾐIWヮデ┌;ﾉization of IAC at the individual level and reinforced it by 
showing influence on individual performance in the SME (IPSME).  Subsequently, this 
research identified several perceived beneficial utilities SME owners have in relation to 
the use of social media.  These included connection, communication, collaboration, and 
cooperation with others (Cook 2008).  
7. 3. 2 COGNITIVE-INFLUENCED VALUATION AND WILLINGNESS TO FOLLOW A  
 TECHNOLOGICALLY-ENABLED TREND 
Third, this research introduced the term cognitive-influenced v;ﾉ┌;デｷﾗﾐ ふCVぶ ふA┌デｴﾗヴげゲ 
own 2017) from the academic discipline of Cognitive Psychology to explain how it is the 
case that individual SME owners were willing to follow a technologically-enabled trend 
(WFTET).  This study has empirically shown that CV is a significant motivator of learning 
ふA┌デｴﾗヴげゲ ﾗ┘ﾐ ヲヰヱΑぶく  EﾏヮｷヴｷI;ﾉ ヴWゲ┌ﾉデゲ ゲｴﾗ┘ ｷﾐIヴW;ゲWS ゲWﾉa-confidence on the part of the 
SME owners when they had a good grasp of how to serve their clients well through use of 
social media.  This study has also shown that individual SME owners assigned a high value 
デﾗ デｴﾗゲW デｴｷﾐｪゲ ┘ｴｷIｴ ﾏﾗデｷ┗;デWS デｴWﾏ デﾗ ﾉW;ヴﾐき ﾏﾗデｷ┗Wゲ ;ヴW ┘ｴ;デ Sヴｷ┗W “ME ﾗ┘ﾐWヴゲげ 
willingness to follow a technologically-enabled trend.   




7. 3. 4 ADAPTIVE BEHAVIORS AND VIABLE BUSINESS TOOL 
Fourth, this research introduced the term adaptive bWｴ;┗ｷﾗヴゲ ふABぶ ふA┌デｴﾗヴげゲ ﾗ┘ﾐ ヲヰヱΑぶ 
from the subject area of business management and strategy to explain how SME owners 
adapted their use of social media from low or moderate to high centrality in their 
strategic business practices; individual SME owners used social media as a strategically 
viable business tool (VBT).  This research empirically established the practical actions 
taken by SME owners to use social media daily as a means toward sustainable enterprise 
success.  
7. 4 RESEARCH IMPLICATIONS AND LIMITATIONS  
The implications are threefold.  First, a small business policy implication centers around 
education for, and training on, use of social media by SME owners.  Access to education 
and training on current and/or emergent social media is important for enterprise owners 
in order for them to compete in their industries.  Digital skills matter for knowing how to 
access online data like websites, databases, and social networking sites and without these 
skills many SME owners most likely will experience difficulties in productivity and job 
performance.  This raises an important topic for future research into the specific area of 
small business policy reflecting local factors.   
For instance, local Councils play a crucial role in providing support for entrepreneurs to 
start and grow, which can generate local opportunities as well as creating the potential 
for securing investment in high-quality digital skills training and job opportunities.  In 
order to promote the investment in high-quality digital skills training and creation of job 
opportunities SME owners must become engaged in the shaping of this provision, 
ensuring they have a stronger voice in influencing local policy through clear 




communication and collaboration.  Research around the variance of shaping policy where 
more-collaborative processes are compared to less- or non-collaborative processes would 
further expand on this theory.  Additionally, studies exploring how and to which 
recipients this access is made available, and the relative short- and long-term levels of 
success, would also broaden the applicable data available for consideration when shaping 
policy.   
Second, another small business policy implication centers on the role of infrastructure 
and Internet connectivity.  Without sufficient network coverage and access to the 
internet to complement their social media skills and tools, the SME owners will most 
likely not experience increased productivity or increased job performance.  They must not 
only be able to access and deploy these skills, but they must be able to reach the target 
audience through the connectivity offered via the internet.  This raises an important topic 
for future research into the area of small business policy reflecting regional factors.   
For instance, many SME owners in the Canterbury area have great infrastructure and fast 
broadband speed, and high social media skills.  In contrast, many SME owners in the 
Tonbridge area have limited infrastructure and slow connectivity, but high social media 
skills.  These two areas may be in the same region but the former is likely to be more 
productive and have increased job performance than the latter.  The relevance of this 
practical regional and local issue cannot be discounted and underscores the importance 
of more SME-led policy, particularly in geographic areas where there is a high interest in 
entrepreneurial ventures but a lack of the infrastructure necessary for success. 
Third, a practical implication that this research has shown in general is that rather than 
one singular social media stream (e.g., Twitter, LinkedIn) being preferred across all sectors 




and in all situations, a professional will tend to use or not use a technology to the extent 
she or he believes it will help the individual perform her/his job better.  Thus each 
professional will choose the social media tool(s) with the best fit for the current or 
immediate goal(s); one size does not fit all. 
Limitations of this study include the small sample size and the locus of this study being 
County Kent, UK, where a larger sample size and/or a larger collection radius would yield 
additional comparative data.  Further research including these factors would be 
beneficial.  A striking feature of this study has been the lack of correlation between the 
quantitative data and the qualitative data, which could potentially be addressed by the 
above, as well.  Future research with greater correlation between research focus and 
subject matter would also be beneficial and yield additional areas of theoretical 
development. 
 7. 5 DIRECTIONS FOR FUTURE RESEARCH 
Future research will likely include a longitudinal survey.  This will allow for more 
significant exploration and findings of mediating and moderating variables, as well as 
broadening new theoretical models relevant to this topic.  Given the degree to which 
social media and new technological trends emerge, develop, and are applied to the 
business and management sector, greater understanding of their utilization can only be of 
value.  Future research will also have the opportunity to explore a greater amount of 
ｴｷゲデﾗヴｷI;ﾉ S;デ; ﾗa “ME ﾗ┘ﾐWヴゲげ ┌ゲW ﾗa ┘WH-based technology, and particularly those who 
have lived with web-based technology for their entire lives rather than those who 
observed its development and emergence as a business tool within recent decades.  
  




7. 6 CONCLUSION 
Tｴｷゲ ｷﾐｷデｷ;ﾉ ヴWゲW;ヴIｴ SWﾏﾗﾐゲデヴ;デWS デｴW “ME ﾗ┘ﾐWヴゲげ HWﾉｷWa ｷﾐ デｴW WaaｷI;I┞ ﾗa ┘WH-based 
technologies as well as exploring the theoretical and historical data that supports this 
belief.  This research demonstrated qualitatively that each SME owner chose the social 
media tool with the best fit for the current or immediate goal(s) rather than one singular 
social media stream being preferred across all sectors and in all situations (Authoヴげゲ ﾗ┘ﾐ 
2017).   
Iﾐ ;SSｷデｷﾗﾐが デｴｷゲ ヴWゲW;ヴIｴ SWﾏﾗﾐゲデヴ;デWS “ME ﾗ┘ﾐWヴゲげ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｴ;ゲ I;ヴWWヴ 
ヴWﾉW┗;ﾐIW ;ﾐS ｷSWﾐデｷaｷWS ゲW┗Wﾐ SｷaaWヴWﾐデ ┗;ヴｷ;HﾉWゲ デｴ;デ ｷﾐaﾉ┌WﾐIW “ME ﾗ┘ﾐWヴゲげ ┌ゲW ﾗa 
social media in their daily work lives に both in terms of cognitive value and adaptive 
behavior.  These variables were also empirically shown to influence the practical action(s) 
taken by SME owners to utilize social media as a business tool in their daily lives.   
As a result, this research has not only advanced the topic beyond existing research (from 
organizational-level cognition and usage to the individual-level of cognition and usage) 
but has developed and proven new theoretical groundwork for additional research in this 
topic (IAC, IPSME, CV and WFTET, AB and VBT).  As the use of web-based technologies 
continues to permeate all sectors of the business world and global trade, this topic has 
increasing relevance to academics and practitioners and the potential to act as a tangible 
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Sources of Codes 
1. Research Objective:  
    Why the relationship between individual absorptive capacity (IAC) and individual performance in the SME (IPSME) and how this is 
    the case? 
  
2.  Research Questions:  
     Research Question 1: What influence, if any, has individual absorptive capacity (IAC) on willingness to follow a technologically- 
            enabled trend (WFTET) and individual predisposition toward accepting social media as a viable business tool 
     (VBT) leading to improved individual performance in the SME (IPSME)? 
      
     Research Question 2: What is the process by which IAC impacts IPSME but might be positively moderated by WFTET and VBT?  
3.  Hypotheses:    
      H1.1:    IAC influences willingness to follow a technologically-enabled trend (WFTET) and predisposition toward accepting social  
                   media as a viable business tool (VBT) 
      H1.1a:  Past experience (PE) positively impacts WFTET and VBT 
      H1.1b:  Past related knowledge (PK) positively impacts WFTET and VBT 
      H1.1c:  Cognition (COG) (learning に up to current) positively impacts WFTET and VBT 
      H1.2:    WFTET and VBT positively impact IPSME    
      H2: IAC effects IPSME but might be moderated by WFTET and VBT   
 
4. Conceptual Framework: 
    Mediation:    IAC influences WFTET and VBT; WFTET and VBT influence IPSME.  
    Moderation: IAC influences IPSME but might be moderated by WFTET and VBT. 
 
4. Key Variables:  GEM Proxies: 
     IAC    SUSKILL  
     IPSME  NBSTATUS, ESTBBUSO, EB  
     WFTET  OMNEWTEC, INORGTRY  
     VBT  OMCOMPET, INORGLIF 
 
5. Technology Acceptance Model (Venkatesh & Davis 2000; Davis, Bagozzi & Warshaw 1998) 
     Ease of use 
     Efficiencies  
     Job relevance 
     Output quality 
     Perceived value 
     Perceived usefulness 
     Perceived ease of use 




























LIST OF ANTECEDENTS, MEDIATING, MODERATING, AND OUTCOME VARIABLES: 
“ME OWNE‘“げ U“E OF “OCIAL MEDIA 
 
Antecedents (Establishing IAC) Mediating and Moderating Variables (WFTET) and (VBT) Outcomes (IPSME) 
Prior experience OMNEWTEC NBSTATUS 
Prior related knowledge INVORTRY ESTBBUSO 
Cognition (learning-up to current) OMCOMPET EB 
 INVORLIF  
     (Source: Adapted from Miles & Huberman 1994 157) 
 
 





           
Appendix 4.2    List of Codes 
 
 
History of Usage (Establishes Antecedents of IAC) HU (PRE)                     Chapter   
       
HU: Prior Experience (using social media, pre-SME)   HU-PE/Pre-SME (SUSKILL) **   5 
HU: Prior Related Knowledge (about social media, pre-SME) HU-PK/Pre-SME (SUSKILL) **   5 
HU: Cognition (learning に up to current - on using social HU-COG/Pre-SME (SUSKILL) **   5 
       media pre-SME) (Cognitivism)    
HU: Motivation (using social media, pre-SME)  HU-MOT/Pre-SME     5 
          
External Context    EC             
EC: Industry    EC-IND     5 
EC: Sector     EC-SEC     5 
 
Internal Context    IC             
IC: Type of enterprise    IC-T/E     5 
IC: Innovation-Individual Congruence  IC-FIT     5 
  
Ultimate Outcomes    UO             
UO: SME Status    UO-STAT     5 
        New business; established less than 42 months UO-NBSTATUS**    5 
        Established business; older than 42 months  UO-ESTBBUSO**    5 
 
Cognitive-Influenced Valuation   CV             
CV:  Motives/Motivation    CV-MOT     5          
        Personal (Private motivation)   CV-MOT/PRIV    5 
        Professional (Public motivation)  CV-MOT/PUB     5 
CV: Career Relevance    CV-CR (OMNEWTEC; INVORTRY) **   5 
CVぎ Aデデｷデ┌SW ふ┌ゲWヴげゲ ;デデｷデ┌SW デﾗ┘;ヴS using social media) CV-A     5 
CV: Metrics used (for measuring the value created) CV-MET     5 
CV: Ease of use (using social media professionally) CV-Ease of Use (EU) (OMNEWTEC; INVORTRY)**   5 
CV: Types of value created (using social media   CV-Perceived Value (PV) (OMNEWTEC; INVORTRY) **  5        
       professionally) 
CV: Types of usefulness (social media, professionally)  CV-Perceived Usefulness (PU) (OMNEWTEC; INVORTRY) **  5               












Appendix 4.2    List of Codes continued 
 
Adaptive Behaviours   AB            
AB: Centrality    AB-CENT (OMCOMPET; INVORLIF) **   5 
AB: Goals/Objectives (for your professional use of social AB-Social Media Strategy (SMS) (OMCOMPET; INVORLIF) ** 5  
       media in your SME)            
AB: Tactics/Methods/Techniques (for accomplishing the AB-T/M/T (OMCOMPET; INVORLIF) **  5 
       strategy) 
AB: Types of obstacles/challenges encountered,  AB-OB/CH (OMCOMPET; INVORLIF) **  5 
       professionally 
 
(Source: Adapted from Strauss & Corbin 1994; Miles & Huberman 1994 59-60) 
** GEM Proxies: SUSKILL = IAC; NBSTATUS, ESTBBUSO = IPSME; OMNEWTEC, INVORTRY = WFTET; OMCOMPET, INVORLIF= VBT 
    
Appendix 4.3  
Definitions of Selected Codes 
History of Usage - HIST/PRE-SME  Definition      ___________________ 
HU: Prior Experience Individual experience with using social media before starting the SME, as recounted by the  
HU-PE/Pre-SME (SUSKILL) **  user. 
    (Cohen & Levinthal 1990) 
  
HU: Prior Related Knowledge  Individual knowledge about using social media before starting the SME, as recounted by   
 HU-PK/Pre-SME (SUSKILL) ** the user and suggesting a link to past experience.  
    (Cohen & Levinthal 1990) 
 
   
HU: Cognition (learning に up to current)  Individual learning に up to current, on using social media, before starting the SME, as   
HU-COG/Pre-SME (SUSKILL) **   recounted by user and suggesting a link to (a) past experience and, (b) past related 
knowledge.  
  (Cohen & Levinthal 1990)  
   
HU: Motivation   Personal need for using social media before starting the SME, as recounted by the user   
HU-MOT    and suggesting a private or backstage motive.  
  
External Context に EC 
EC: Industry   Industry in which the SME owner conducts business and indicative of greater  
EC-IND    representation across industries.     
 
EC: Sector    Sector of industry in which the SME owner conducts business and indicative of greater EC-
SEC     representation within sectors.    
 
Internal Context に IC 
IC: Type of enterprise   Divergent companies selected across business disciplines and indicative of greater  
IC-T/E     representation within the industries. 
IC: Innovation-Individual Congruence Perceived congruence between the capabilities of the social media innovation and the job  
IC-FIT      goals of the individual, as recounted by the user.  
    (Venkatesh, Morris, Davis, & Davis 2003; Thompson et al 1991) 
 
Ultimate Outcomes - UO  
UO: SME Status   Type and status of SME. 
UO-STAT  
 
UO-NBSTATUS**    New business; established less than 42 months 
 (GEM Adult Population Survey 2011 Question i7). 
 
UO-ESTBBUSO**   Established business; older than 42 months. 
    (GEM Adult Population Survey 2011 Question 209). 
 
UO-EB**    Any job now or in 5 years. 
    (GEM Adult Population Survey 2011 Question 302). 
 
Cognitive-Influenced Valuation - CV  
CV: Motives/Motivation  Assigning valuation of the motives/motivations which drives an entrepreneur to try  
CV-MOT     out/use a new social media technology, as recounted by the user.      
     (Durkin, McGowan & McKeown 2013)  
 
Personal (Private motivation)  Assigning valuation of those personal private motives/motivations which drive the SME 
CV-MOT/PRIV    owner to try out/use a new social media technology, as recounted by the user (e.g.,  
    hedonic motivation; social influence, self-efficacy, self- image). 
    (Venkatesh, Thong & Xu 2012)  
 
Professional (Public motivation) Assigning valuation of those motives/motivations which drive the entrepreneur to try  
CV-MOT/PUB   out/use a new social media technology in her/his work life, as recounted by the user (e.g., 
hedonic motivation; increased job performance, more efficient at work). 
 
CV: Career Relevance   The degree to which the consequences of using a new social media technology are CV-CR 
(OMNEWTEC; INVORTRY) **  important/relW┗;ﾐデ デﾗ デｴW ┌ゲWヴげゲ ┘ﾗヴﾆ ﾉｷaWが ;ゲ ヴWIﾗ┌ﾐデWS H┞ デｴW ┌ゲWヴ ふWくｪくが デﾗ ヴWヮ┌デ;デｷﾗﾐが  
    influence). 








Appendix 4.3 (continued) 
 
Cognitive-Influenced Valuation - CV  
CV: Metrics used   Key performance indicators measuring the value created from the use of social media  
(for measuring the value created) technologies by the user in the workplace, as recounted by the user (e.g., Google analytics,  
CV-MET  website traffic, mobile traffic, followers, retweets, etc.).  
(Moore & Benbasat 1991 203; Venkatesh & Davis 2000 192; Durkin, McGowan & 
McKeown 2013). 
 
CV: Attitude    Aﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ﾗ┗Wヴ;ﾉﾉ ｪWﾐWヴ;ﾉｷ┣WS aWWﾉｷﾐｪゲ ;ゲゲﾗIｷ;デWS ┘ｷデｴ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; デWIｴﾐﾗﾉﾗｪｷWゲ 
CV-A       in her/his work life, as recounted by the user (e.g., liking, enjoyment, pleasure, joy  
    associated with using).    
    (Venkatesh, Morris, Davis & Davis 2003 440) 
 
CV: Ease of use   The degree to which the user expects the social media technologies to be easy to use in  
CV-Ease of Use (EU)   her/his work life, as recounted by the user.  
(OMNEWTEC; INVORTRY) **  (Davis, 1989; Davis, Bagozzi, Warshaw 1989 985) 
 
CV: Types of value created   Recognition of the types of value created from incorporating social media technologies  
CV-Perceived Value (PV)   into the work life, as recounted by the user (e.g., increased span of reach, increased  
(OMNEWTEC; INVORTRY) ** influence,  the ability to more cost effectively grow a business; increased value of the 
business as a result of the three points mentioned just prior).    
Gregoire, Barr & Shepherd 2010) 
 
CV: Types of usefulness   PWヴIWヮデｷﾗﾐ デｴ;デ ┌ゲｷﾐｪ ゲヮWIｷaｷI デ┞ヮWゲ ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; デWIｴﾐﾗﾉﾗｪｷWゲ ┘ｷﾉﾉ ｷﾐIヴW;ゲW デｴW ┌ゲWヴげゲ 
CV-Perceived Usefulness (PU)  job performance in the work place, as recounted by the user (e.g., job related productivity,   
(OMNEWTEC; INVORTRY) **  job related effectiveness, job related efficiencies, problem solving)     
    (Venkatesh & Davis 2000 189; Davis, Bagozzi & Warshaw 1989 985).  
    
CV: Types of efficiencies   The type of benefits which using social media technologies provides to the user in the  
CV-Efficiencies (E)   work place, as recounted by the user.     
(OMNEWTEC; INVORTRY) **  (Venkatesh, Thong & Xu 2012 159).  
    
Adaptive Behaviours - AB  
AB: Centrality   The degree to which accepting social media as a viable business tool for long term  
AB-CENT (OMCOMPET; INVORLIF) **  enterprise success and considered a priority in the daily work life of the user, as recounted 
by the user.     
    (Dutot & Bergeron 2017) 
 
AB: Goals/Objectives    The aims and/or purpose(s) behind the decision to incorporate social media as a strategic 
AB-Social Media Strategy (SMS)   business tool into the daily work life of the user, as recounted by the user (e.g., industry 
(OMCOMPET; INVORLIF) **   competitors, strategic orientation, hedonic motivation, etc.). 
     (Dutot & Bergeron 2017; Venkatesh, Thong & Xu 2012 165).  
 
AB: Tactics/Methods/Techniques  The practical action(s) taken in which  social media is used as a strategic business tool in 
AB-T/M/T (OMCOMPET; INVORLIF) **  the daily work life of the user in accomplishing the strategic business plan, as recounted by 
the user. 
(Dutot & Bergeron 2017; Blanchard 2011). 
  
AB: Obstacles/challenges encountered Types of obstacles/challenges from competitors encountered in the daily work life of the 
AB-OB/CH (OMCOMPET; INVORLIF) **  social media user, as recounted by the user (e.g., limited SME resources (e.g., knowledge,  
    time, staff, revenue), limited network resources (e.g., price value; newest social media  
    technologies; customer input/influence).     
(Dutot & Bergeron 2017; Durkin, McGowan & McKeown 2013; Venkatesh, Thong & Xu 




           
Appendix 4.4 
CﾗﾐIWヮデ┌;ﾉﾉ┞ Cﾉ┌ゲデWヴWS M;デヴｷ┝ぎ さIﾐ ┗ｷ┗ﾗざ Mﾗデｷ┗Wゲ ;ﾐS Aデデｷデ┌SWゲ ﾗa “ME O┘ﾐWヴゲげ UゲW ﾗa “ﾗIｷ;ﾉ MWSｷ;が Cﾗ┌ﾐデ┞ KWﾐデ 




O┘ﾐWヴげゲ Mﾗデｷ┗Wゲ ふデ┞ヮWゲぶ Career Relevance  Centrality 
 




EventCo Social influenceぎ さM┞ aヴｷWﾐSゲ ;ﾐS I ┌ゲW ｷデくざ ふPヴW-SME; PRIV-MOT) 
Observation, modelling: leaヴﾐWS H┞ ┘;デIｴｷﾐｪ ｷﾐゲデヴ┌Iデﾗヴく さ“ｴW ｷﾏヮヴWゲゲWS 
ﾏWくざ  ふPヴW-SME; PRIV-MOT)             
Self-motivation: Learning to use the new social media applications is a 
┘;┞ デﾗ さﾆWWヮ ｪヴﾗ┘ｷﾐｪくざ ふPUB-MOT)  
Vehicle for connecting with 
individual customers. 
Moderateぎ さIデ ┘;ゲ one of many things 
I ┘;ゲ ┘ﾗヴﾆｷﾐｪ ﾗﾐくざ 
Favourableぎ さI ┘;ゲ W┝IｷデWS ;Hﾗ┌デ ｷデくざ  ふICぶ New Business 
(NBSTATUS) 
In business 
less than 42 
months  
GraphicCo Opportunity, effort justificationぎ さI SｷS ; Iｴ;ヴデWヴWS ｷﾐゲデｷデ┌デW ﾗa Sｷｪｷデ;ﾉ 
media course and took a diploma. (Pre-SME; PRIV-MOT) 
Self-improvement/motivationぎ さI ┌ゲW デｴW W┝ヮWヴｷWﾐIWが ﾆﾐﾗ┘ﾉWSｪWが ;ﾐS 
ﾉW;ヴﾐｷﾐｪ ;ﾉﾉ デｴW デｷﾏWぐW┗Wヴ┞ S;┞くざ ふPUB-MOT) 
Marketing toolぎ さI ﾐWWS デﾗ ゲデ;┞ ; ゲデWヮ ;ｴW;S ゲﾗ I I;ﾐ ﾗaaWヴ ﾏ┞ IﾉｷWﾐデゲ ; 
ｪﾗﾗS ゲWヴ┗ｷIWくくくざ ふPUB-MOT) 
Ticket to developing the 
business. 
Highぎ さIデげゲ デｴW ﾏﾗゲデ ｷﾏヮﾗヴデ;ﾐデ 
ｷﾐ┗WゲデﾏWﾐデ Iげ┗W W┗Wヴ ﾏ;SWくざ  
 
Neutral/Apprehensiveぎ さI ┘;ゲ ┌ﾐIﾗﾏaﾗヴデ;HﾉW ;ﾐS 
unfamiliar with the platforms so I got trained how to 
use them, while at my previous employment, before I 
ゲWデ ┌ヮ ﾏ┞ WﾐデWヴヮヴｷゲWくざ ふICぶ 
NBSTATUS  
CompuCo Self-improvement/motivationぎ デヴ;ｷﾐｷﾐｪ Iﾗ┌ヴゲWゲ ┘WヴW ﾗII;ゲｷﾗﾐゲ デﾗ さﾆWWヮ 
ﾉW;ヴﾐｷﾐｪ ;ﾐS ｪヴﾗ┘ｷﾐｪくざ ふPヴW-SME; PRIV-MOT) 
Opportunityぎ Uゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ; さｷﾐIヴW;ゲWゲ ﾏ┞ ヴWヮ┌デ;デｷﾗﾐが ﾏ┞ 
ｷﾐaﾉ┌WﾐIWが ;ﾐS ﾏ┞ H┌ゲｷﾐWゲゲ ┗;ﾉ┌Wくざ ふPUB-MOT) 
Vehicle for engaging with 
customers.  
Highぎ さIデげゲ ;ﾐ WゲゲWﾐデｷ;ﾉ ヮ;ヴデ ﾗa ﾏ┞ 
H┌ゲｷﾐWゲゲ ゲデヴ;デWｪ┞くざ 
Favourableぎ さIげ┗W ;ﾉ┘;┞ゲ ﾉｷﾆWS デｴW ﾐW┘ デWIｴﾐﾗﾉﾗｪｷWゲ 
H┌デ SｷSﾐげデ ;Iデ┌;ﾉﾉ┞ ﾆﾐﾗ┘ ; ﾉﾗデ ;Hﾗ┌デ ゲﾗIｷ;ﾉ ﾏWSｷ; ゲﾗ I 






more than 42 
months.  
PRCo Self-improvement/motivationぎ さI ﾉｷﾆW ﾉW;ヴﾐｷﾐｪ デﾗ ┌ゲW ﾐW┘ デWIｴﾐﾗﾉﾗｪｷWゲくざ 
(Pre-SME; PRIV-MOT) 
Fit to personal styleぎ さI ﾉｷﾆW デﾗ aﾗﾉﾉﾗ┘ デヴWﾐSゲくざ ふP‘IV-MOT; PUB-MOT) 
Business toolぎ さI デ;ﾆW ; ゲデヴ;デWｪｷI ;pproach. So everything is connected. 
Key to future success.  Highぎ さI ;ﾏ ┌ゲｷﾐｪ ﾏ┞ ゲﾆｷﾉﾉゲが W┝ヮWヴｷWﾐIWが 
strategy, content, knowledge, and 
learning to package (social media) 
things up in such a way that makes it 
innovative enough for people to want 
to buy from me, be consulted by me, 
Neutral/Apprehensive: I was not comfortable with the 
social media platforms so I went and got trained; very 
ケ┌ｷIﾆﾉ┞ ｷデ けIﾉｷIﾆWSげき ﾐﾗ┘ I aWWﾉ ケ┌ｷデW ゲWﾉa-confident using 
any of them.ざ  ふICぶ  
ESTBBUSO  




Iデ ┘ﾗヴﾆゲ ┘Wﾉﾉくざ ふPUB-MOT) ﾗヴ HW デヴ;ｷﾐWS H┞ ﾏWくざ   
SalonCo Pressureぎ さデｴWヴW ┘;ゲ ; ﾉW;ﾐｷﾐｪ aヴﾗﾏ ; Hｷｪ Iﾗﾏヮ;ﾐ┞ ふLげOヴW;ﾉぶくざ ふPヴW-SME; 
PUB-MOT) 
Self-improvement/motivationぎ ﾗII;ゲｷﾗﾐ デﾗ さﾆWWヮ ﾉW;ヴﾐｷﾐｪが ﾆWWヮ 
ｪヴﾗ┘ｷﾐｪくざ ふPUB-MOT) 
Conformityぎ さIデ ｷゲ デｴW ┘;┞ aﾗヴ┘;ヴSぐaﾗヴ ゲﾏ;ﾉﾉ H┌ゲｷﾐWゲゲWゲ ｷデげゲ デｴW a┌デ┌ヴWくざ 
(PUB-MOT) 
None at first; later, 
appreciates the visibility 
gained from referrals.   
Highぎ さBｷｪｪWゲデ デｴｷﾐｪ Iげ┗W W┗Wヴ SﾗﾐW 
デｴ;デ ゲﾗﾏWHﾗS┞ WﾉゲW デﾗﾉS ﾏW デﾗ Sﾗくざ  
Unfavourable, then favourableぎ さTｴW┞ ゲ;ｷS I ゲｴﾗ┌ﾉS デヴ┞ 
ｷデ H┌デ I SｷSﾐげデ ┘;ﾐデ デﾗく NW┗WヴデｴWﾉWゲs I got well trained; 
now I feel like I have a sense of ownership using any 
social media in my business. (IC) 
ESTBBUSO 
     (Adapted from Miles & Huberman 1994 128) 
     *Pseudonymous SME names 
     **GEM Proxy for IPSME 
 
 
For cell entries the coded chunks have been reduced to four kinds of entries: labels (self-motivation/improvement), quotations, short summary phrases, and ratings (favourable/unfavourable) (Miles & Huberman 1994). The 
labels and rating set up comparisons between informants and between cases. The quotations supply some grounded meaning for the material; they put flesh on the rating or label and can be extracted easily for use in the 
analytic text.  
 
 
Appendix 4.4 Supplement 
 
(The summary phrases explain or qualify a rating, usually where tｴWヴW ;ヴW ﾐﾗ ケ┌ﾗデ;デｷﾗﾐゲ ふ;ゲ ｷﾐ デｴW さI;ヴWWヴ ヴWﾉW┗;ﾐIWざ Iﾗﾉ┌ﾏﾐぶく Iﾐ ｪWﾐWヴ;ﾉ ｷデげゲ ; ｪﾗﾗS ｷSW; デﾗ ;SS ; ゲｴﾗヴデ ケ┌ﾗデW ﾗヴ W┝ヮﾉ;ﾐ;デﾗヴ┞ phrase beside a label or scale, 
otherwise the analyst is tempted to work with general categories that lump together responses that ヴW;ﾉﾉ┞ ﾏW;ﾐ SｷaaWヴWﾐデ デｴｷﾐｪゲ ふ;ゲ IﾉW;ヴﾉ┞ ゲWWﾐ ｷﾐ デｴW さHｷｪｴざ ヴWゲヮﾗﾐゲWゲ ｷﾐ デｴW さIWﾐデヴ;ﾉｷデ┞ざ Iﾗﾉ┌ﾏﾐぶく Ia ﾉ┌ﾏヮｷﾐｪ SﾗWゲ ｴ;ヮヮWﾐ 
and you are puzzled about something, the qualifying words are easily at hand for quick reference.) 
 
Reading down the columns of Appendix 4.4 gives the reader a thumbnail profile of each informant and provides an initial test of the relationship between responses to the different questions. The informants have been 
ﾗヴSWヴWS ;IIﾗヴSｷﾐｪ デﾗ デｴWｷヴ WﾐデWヴヮヴｷゲWげゲ ﾐ;ﾏW ふヮゲW┌Sﾗﾐ┞ﾏﾗ┌ゲぶが デｴWｷヴ ヮ;ゲデ Wxperience, past related knowledge, and cognition (learning-up to current) on using social media prior to starting their enterprise (Pre-SME), and 
within the group of users an illustrative contrast between motives for using social media by new business owners and motives for using social media by established business owners, and the status of their SME (new 
business; established business) has been included. Also, within the group of users is an illustrative contrast between private motives (List of Codes: PRIV-MOT) and professional motives (List of Codes: PUB-MOT) by both new 
business owners and established business owners. What conclusions might be drawn from Table 5.3? First, in the second column, さゲWﾉa-motivation/self-ｷﾏヮヴﾗ┗WﾏWﾐデざ ﾏﾗデｷ┗Wゲ ;ヴW ヮヴﾗﾏｷﾐWﾐデく Aﾉso a noticeable amount of 
opportunities to use social media are being recognized by users. Second, there is career relevance for all but one SME owner. Third, centrality is high for almost all owners, and moderate for just one. Looking across rows uses 
the tactic of noting relations between variables and it can be seen that, for one of four career-motivated users, a relationship exists among the variables: High centrality and favourable attitudes are also present. But the 
opposite pattern (low career relevance, low centrality, and neutral/unfavourable attitudes) does not apply. In fact, it looks as if some people who are neutral would have been favourable were they not so apprehensive about 
doing well (tactic: finding intervening variables).  
 
Note that, for users, regardless of the age of the enterprise, the modal pattern is self-ｷﾏヮヴﾗ┗WﾏWﾐデが ｴｷｪｴ IWﾐデヴ;ﾉｷデ┞が ;ﾐS ﾐW┌デヴ;ﾉが ﾗaデWﾐ ﾏｷ┝WS ｷﾐｷデｷ;ﾉ ;デデｷデ┌SWゲき ヮWﾗヮﾉW ;ヴW H;Iﾆｷﾐｪ ｷﾐデﾗ ┘ｴ;デ ﾏﾗゲデ I;ﾉﾉ けデｴW ﾏﾗゲデ ｷﾏヮﾗヴデ;ﾐデ デｴｷﾐｪげ 
ﾗヴ けHｷｪｪWゲデ ゲデWヮげ デｴW┞ ｴ;┗W ┌ﾐSWヴデ;ﾆWﾐく  
    
 Appendix B 
 
Qualitative Research: Interview Guide to Steer Interview with SME Managers  
Purpose of the Qualitative Research Interview Guide:  
The purpose of the research interview guide is to indicate the topics and their sequence 
to the interviewer during the interview, with or without detailed questions. Based on the 
degree of structuring, interviews can be divided into three categories: (i) structured 
interviews, (ii) semi-structured interviews and, (iii) unstructured interviews (Fontana & 
Frey, 2005; Kvale, 1996). A structured interview is an interview that has a set of 
predefined questions and the questions would be asked in the same order for all 
respondents. This standardization is intended to minimize the effect of the instrument 
and the interviewer on the research results. Semi-structured interviews are more flexible. 
An interview guide is prepared; but in the course of the interview, the interviewer has a 
certain amount of room to adjust the sequence of the questions to be asked and to add 
questioﾐゲ H;ゲWS ﾗﾐ デｴW IﾗﾐデW┝デ ﾗa デｴW ヮ;ヴデｷIｷヮ;ﾐデゲげ ヴWゲヮﾗﾐゲWゲく TｴW ┌ﾐゲデヴ┌Iデ┌ヴWS ｷﾐデWヴ┗ｷW┘ 
technique relies on the social interaction between the interviewer and the interviewee; 
neither the question nor the answer categories are predetermined; the interviewer does 
not impose any a priori (italics original) categorization, which might limit the field of 
inquiry.  
Based on previous studies of SMEs (Padilla-Meléndez, et al., 2013; Compeau & Higgins, 
2013) this current research utilizes the interview guide to conduct semi-structured, face-
to-face interviews with managers in SMEs. The purpose of the interview is to enquire of 
ｷﾐSｷ┗ｷS┌;ﾉ ﾏ;ﾐ;ｪWヴゲげ ;Hﾗ┌デ デｴWｷヴ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ デｴWｷヴ ┘ﾗヴﾆヮﾉ;IW ｷﾐ ﾗヴSWヴ デﾗ W┝ヮﾉﾗヴW 
the:  
‘WゲW;ヴIｴ Q┌Wゲデｷﾗﾐぎ けIﾐ “MEゲが ┘ｴ;デ WaaWIデが ｷa ;ﾐ┞, has social media on dynamic 
I;ヮ;HｷﾉｷデｷWゲいげ  
I.  Briefing/Lead-in 
Thank you 
 
Describe study: I am exploring the relationship between the use of social media by 
managers in the workplace and absorptive capacity. I am trying to understand the factors 
that determine social media usage.   
 
Implications: Certain feelings, thoughts and attitudes may result in higher use of social 
media given certain conditions as perceived by the individual manager. 
 
Why Important: Social media usage is prevalent in organizations. Exploring the research 
ケ┌Wゲデｷﾗﾐ Iﾗ┌ﾉS ﾉW;S デﾗ ┌ゲWa┌ﾉ ┌ﾐSWヴゲデ;ﾐSｷﾐｪ ﾗa デｴW a;Iデﾗヴゲ デｴ;デ SWデWヴﾏｷﾐW ﾏ;ﾐ;ｪWヴゲげ ┌ゲW 
of social media in SMEs. Understanding of those factors could result in the integration of 




social media into the strategic business objectives. Efficiencies could increase and 
competitive advantage could rise.   
 
Appreciate By soliciting ﾏ;ﾐ;ｪWヴゲげ ｷﾐゲｷｪｴデ about use of social media in the workplace, my 
hope is to develop a better and more useful model. This research will use the tools of 
interview, online survey and case study to collect empirical and statistical information. My 
hopes are that the results support the proposed conceptual framework and contribute to 
strategic management theory. 
 
Show knowledge of company based on background reading. 
 
Your responses are confidential. 
 
IIく TﾗS;┞げゲ AｪWﾐS; 
(1)  Will ask you about 20 questions about your use of social media in the workplace.  
(2)  Will ask you to reflect on a specific managerial decision に making experience in 
which you actively took part as observer or user of some type of social 
technological device (i.e., Android, iPad, mobile phone, Netbook, etc.) and some 
type of Internet-based application (i.e., blog, Email, Facebook, Google, Skype, 
Twitter, webcast, etc.) that enabled creation, addition or modification of content 
such that the content enabled the decision に making. Describe your thought 
process, from awareness of the objective to contingency planning, major 
challenges, how overcame, significant learning or insights you gained during the 
process. 
(3) Will close/end the interview. 
 
Part I (parenthetical comments indicate how the data is used) 
(1)     What is your prior knowledge using social media? (H1a)   
(2)     What is your prior experience using social media? (H1b) 
(3)     What is your current use of social media? (H1c) 
(4)     What are your primary reasons for using social media in the workplace? (H1)  
(5)     Do you feel like value is created when you use social media in your workplace? 
          (H1, H2) 
 (6)     Do you feel like you are productive when you use social media in your workplace?  
          (H2) 
 (7)    Do you feel like you are efficient when you use social media in your workplace? 
          (H2) 
 (8)    Do you feel like your organization values your prior knowledge using social media?   
          (H1b)  
 (9)    Do you feel like your organization values your prior experience using social media?  
          (H1a) 
 (10)  Do you feel like your organization values individuals from diverse backgrounds 
          using social media? (H2) 
 (11)  Do you feel like organizational work routines improve when you use social media to  
          accomplish them? (H2) 
 (12)  Do you feel like your organization values your current usage of social media? (H1c) 
 (13)  How does your organization determine value from the information you create when   
   using social media? (H2)  




  ふヱヴぶ  DWゲIヴｷHW ┞ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ﾗ┗Wヴ;ﾉﾉ ゲ┌ヮヮﾗヴデ ﾗa デｴW ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ;く ふH2) 
  (15)  What major organizational obstacles/challenges? (H2) 
  (16)  How challenges were overcome? (H2) 
  ふヱΑぶ  DWゲIヴｷHW ┞ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ﾗ┗Wヴ;ﾉﾉ Iﾗヴヮﾗヴ;デW ゲデヴ;デWｪ┞ aﾗヴ ゲﾗIｷ;ﾉ ﾏWSｷ;く (RQ)   
  (18)  Explain the factors that determine your social media usage in the workplace. (RQ) 
  ふヱΓぶ  DWゲIヴｷHW ┞ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ｷﾐﾐﾗ┗;デｷ┗W ;Hｷﾉｷデ┞ ┘ｴWﾐ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWdia. (RQ) 
  (20)  What have been some of the most important things you have learned about using    
   social media in the workplace? (RQ). 
 
Part II  
Please describe a specific managerial decision making experience in which you were 
involved and social media was used to help with the decision. Describe and explain the 
process, from awareness and need recognition, through the process involved, and major 
factors considered. Then the social media implementation: major obstacles overcome, 
surprises, expectations, learning, satisfaction, performance. 
 
 
Part III Closing 





    
Appendix C Exploratory Interview Questions for Senior and Mid-Level Managers 
Pre-Interview Contact 
1. Self-introduction and explaining the objective of the study. 
 About 1 hour interview, will be recorded and transcribed. 
 A copy of the transcript can be provided upon request. 
 All levels of confidentiality and anonymity will be maintained. 
 Information discussed will not be for commercial use. 
Flow of Interview 
1. Restating the purpose of the study and reassuring the confidentiality and anonymity 
of the respondent(s). 
2. Invite the respondent to introduce him/herself. 
Please introduce yourself. (Background; Industry experience). 
3. Interview questions [Specific]. 
1. What is your definition of social media? [Establishes understanding]. 
 
2. What are examples of types of social media? [Establishes knowledge base]. 
 
3. Which type(s) do you predominantly use in the work place? [Establishes 
preference]. 
 
4. Absorptive capacity: the ability to recognize the value of new, external 
information, assimilate it, and apply it to commercial ends. Individual absorptive 
capacity includes general knowledge and experience about adaptiveness to 
change, collaboration, deflecting external threats, prior related knowledge, 
diversity of background and innovative capabilities. It may also include knowledge 
of the most recent technological developments in a given field.   
 
1. How does your pre-existing knowledge of innovation make a difference in your 
ease of learning a new innovation?  
 




2. How does your absorptive capacity in the workplace make a difference in your 
use of social media? 
 
5. Results demonstrability: degree to which an individual believes that the results of 
using a system are tangible, observable, communicable and the influence, if any, 
of knowledge of actual results of work activities 
. 
1. What effect does an increase in your results demonstrability in the work place 
have on your use of social media? 
 
6. Facilitating conditions: organizational support that facilitates the use of 
Information Technologies (IT), organizational communication, voluntariness 
versus mandatory use of IT; regulatory or ethical compliance. 
 
1. What effect do facilitating conditions have on your use of social media?  
 
2. What effect do facilitating conditions in the work place have on your 
absorptive capacity? 
 
3. What effect do facilitating conditions in the work place have on your results 
demonstrability? 
 
7. Environmental mechanisms: industry competitors, market conditions, consumer 
demands, and so on. 
 
1. What influence do environmental mechanisms have on your absorptive 
capacity? 
 
8. Organizational mechanisms: relationships amongst HR, marketing, manufacturing, 
R&D and other functions within your organization. 
 
1. What results do organizational mechanisms have on your absorptive 
capacity? 





9. Does your use of social media increase your quality of work? How? [Efficiency].  
1.  Does your use of social media produce the desired results? How do you 
know? [Effectiveness].   
 
10.  How often does your organization measure data generated as a result of your use 
of social media? [Establishes time intervals for longitudinal studies].  
 
11. How often does your organization compare your use of social media to the 
performance growth of the organization?  
 
 
12. What is your opinion towards the strategic integration of social media into the 
strategic business objectives of the organization? 
 
13.  Do you have anything else to share regarding the topic? 
 
(The order of the questions may vary according to the flow of the conversation). 
 



































Absorptive Capacity (AC) 
Past experience, knowledge (behaviour) and cognition (learning - up to the current 
moment) に to recognize the value of new information, assimilate it and apply it to 
beneficial commercial ends (Cohen & Levinthal, 1990). 
 
Dynamic Capability (DC) 
Organizational ways to increase growth; processes which organization can use to obtain, 
integrate, reconfigure, and release resources に this leads to new resources and resource 
configuration (Eisenhardt et al., 2009). 
 
Individual Absorptive Capacity (IAC) 
Past use behaviour and current usage of social media (Cohen & Levthal 1990; Lane, Kotha 
& Pathak 2006). 
 
Individual Performance in the Small to Medium Enterprise (IPSME) 
Past use behavior and current usage of social media, influenced by willingness to follow a 
technologically-Wﾐ;HﾉWS デヴWﾐS ;ﾐS ;ﾐ ｷﾐSｷ┗ｷS┌;ﾉげゲ ヮヴWSｷゲヮﾗゲｷデｷﾗﾐ デﾗ┘;ヴS ;IIWヮデｷﾐｪ social 
ﾏWSｷ; ;ゲ ; ┗ｷ;HﾉW H┌ゲｷﾐWゲゲ デﾗﾗﾉ ふA┌デｴﾗヴげゲ O┘ﾐが ヲヰヱヴぶく 
 
Social Media (SM)  
Internet-based application that build on the ideological and technological foundations of 
Web 2.0 and allow creation and exchange of user-generated content (UGC) (Kaplan & 
Haenlein, 2010). 
 
Social Media Apps 
Pヴﾗｪヴ;ﾏゲ ;ﾐSっﾗヴ ゲﾗaデ┘;ヴW SWゲｷｪﾐWS ;ゲ ｷﾐデWヴﾐWデ ふ┘WHぶ ;ヮヮﾉｷI;デｷﾗﾐゲ デｴ;デ Wﾐｴ;ﾐIW さ┗ｷヴデ┌;ﾉ 
ゲﾗIｷ;Hｷﾉｷデ┞ざく E┝;ﾏヮﾉWゲ ｷﾐIﾉ┌SW F;IWHﾗﾗﾆが GﾗﾗｪﾉWが LｷﾐﾆWSIﾐが M┞“ヮ;IWが T┘ｷデデWヴが WデIく  
 




 Appendix E 
Sample Population: SMEs in County Kent, UK 
 
 
Note: Red stars on this sample population map reflect the location of one SME Owner interviewed 














Appendix F Survey Questionnaire 
1. Absorptive Capacity (AC): 
a. I have no difficulty recognizing the value of social media from external sources.  
b. I believe I could learn to recognize the value of social media from external 
sources. 
c. The social media is apparent to me. 
d. I would have difficulty recognizing why social media may or may not be 
beneficial. 
 
2. Perceived Usefulness (PU): 
a. Using social media improves my performance in my job. 
b. Using social media in my job increases my productivity. 
c. Using social media enhances my effectiveness in my job. 
d. I find social media useful in my job. 
 
3. Perceived Ease of Use (PEOU): 
a. My use of social media is clear and understandable. 
b. Using social media does not require a lot of my mental effort. 
c. I find social media to be easy to use. 
d. I find it easy to get the social media to do what I want. 
 
4. Computer Self-EaaｷI;I┞ ふC“Eぶぎ I Iﾗ┌ﾉS IﾗﾏヮﾉWデW デｴW ﾃﾗH ┌ゲｷﾐｪ ; ゲﾗaデ┘;ヴW ヮ;Iﾆ;ｪWぐく 
a. ぐｷa デｴWヴW ┘;ゲ ﾐﾗ ﾗﾐW ;ヴﾗ┌ﾐS デﾗ デWﾉﾉ ﾏW ┘ｴ;デ デﾗ Sﾗ ;ゲ I ｪﾗく 
b. ぐｷa I ｴ;S ﾃ┌ゲデ ｴ;S デｴW H┌ｷﾉデ-in help facility for assistance. 
c. ぐｷa someone showed me how to do it first. 
d. ぐｷa I ｴ;S ┌ゲWS ゲｷﾏｷﾉ;ヴ ヮ;Iﾆ;ｪWゲ HWaﾗヴW デｴｷゲ ﾗﾐW デﾗ Sﾗ デｴW ゲ;ﾏW ﾃﾗHく 
 
5. Perceptions of External Control (PEC): 
a. I have control over using social media. 
b. I have the resources necessary to use social media. 
c. Given the resources, opportunities and knowledge it takes to use social media, 
it would be easy for me to use the social media. 
d. The social media is not compatible with other systems I use.  
 
6. Computer Media Playfulness (CPLAY): The following questions ask you how you 






7. Computer Anxiety (CANX):  
a. Computers do not scare me at all. 
b. Working with a computer makes me nervous. 
c. Computers make me feel uncomfortable. 
d. Computers make me feel unesy. 
 





8. Perceived Enjoyment (ENJ): 
a. I find using the system to be enjoyable. 
b. The actual process of using the system is pleasant. 
c. I have fun using the system. 
 
9. Subjective Norm (SN): 
a. People who influence my behaviour think that I should use social media. 
b. People who are important to me think that I should use social media. 
c. Other senior and mid-level managers of this firm have been helpful in the use 
of social media. 
d. In general, the organization has supported the use of social media. 
 
10. Voluntariness (VOL): 
a. My use of social media is voluntary. 
b. My supervisor does not require me to use social media (for mid-level manager 
to answer). 
c. Although it might be helpful, using social media is certainly not compulsory in 
my job. 
 
11. Image (IMG):  
a. Senior and mid-level managers in my organization who use the system have 
more prestige than those who do not. 
b. Senior and mid-level managers in my organization who use social media have a 
high profile. 
c. Having social media is a status symbol for senior and mid-level managers in my 
organization. 
 
12. Job Relevance (REL): 
a. In my job as a senior or mid-level manager, using social media is important. 
b. In my job as a senior or mid-level manager, using social media is relevant. 
c. The use of social media is pertinent to my various job-related tasks. 
 
13. Output Quality (OUT): 
a. The quality of the data output I get from using social media is high.      
b. I have no problem using social media with the quality of the data output. 
c. I rate the results from social media to be excellent. 
 
14. Results Demonstrability (RES): 
a. I have no difficulty telling others about the results of using social media. 
b. I believe I could communicate to others the consequences of using social 
media. 
c. The results of using social media are apparent to me. 
d. I would have difficulty explaining why using social media may or may not be 
beneficial. 
 
15. Behavioural Intention (BI):  
a. Assuming I had access to the use of social media, I intend to use it. 




b. Given that I had access to the use of social media, I predict that I would use it. 
c. I plan to use social media in the next <n> months. 
 
16. Use (USE): 
a. On average, how much time do you spend using social media in your 

























           
Appendix G Technology Acceptance Model (TAM) 
  
External Variables          











                                 Technology Acceptance Model (TAM) (Davis, 1989; Davis, Bagozzi, & Warshaw, 1989)
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    Figure 2: A Refined Model of Absorptive Capacity 
(Todorova & Durisin, 2007, p. 776) 




Appendix I  Exploratory Interview Questions for Senior and Mid-Level Managers 
Pre-Interview Contact 
2. Self-introduction and explaining the objective of the study. 
 About 1 hour interview, will be recorded and transcribed. 
 A copy of the transcript can be provided upon request. 
 All levels of confidentiality and anonymity will be maintained. 
 Information discussed will not be for commercial use 
Flow of Interview 
4. Restating the purpose of the study and reassuring the confidentiality and anonymity 
of the respondent(s). 
5. Invite the respondent to introduce him/herself. 
Please introduce yourself. (Background; Industry experience). 
6. Interview questions [Specific]. 
14. What is your definition of social media? [Establishes understanding.] 
 
15. What are examples of types of social media? [Establishes knowledge base] 
 
16. Which type(s) do you predominantly use in the work place? 
 
17. Absorptive capacity: the ability to recognize the value of new, external 
information, assimilate it, and apply it to commercial ends. Individual absorptive 
capacity includes general knowledge and experience about adaptiveness to 
change, collaboration, deflecting external threats, prior related knowledge, 
diversity of background and innovative capabilities. It may also include knowledge 
of the most recent technological developments in a given field.   
 
3. How does your pre-existing knowledge of innovation make a difference in your 
ease of learning a new innovation?  
 




4. How does your absorptive capacity in the workplace make a difference in your 
use of social media? 
 
18. Results demonstrability: degree to which an individual believes that the results of 
using a system are tangible, observable, communicable and the influence, if any, 
of knowledge of actual results of work activities 
. 
2. What effect does an increase in your results demonstrability in the work place 
have on your use of social media? 
 
19. Facilitating conditions: organizational support that facilitates the use of 
Information Technologies (IT), organizational communication, voluntariness 
versus mandatory use of IT; regulatory or ethical compliance. 
 
4. What effect do facilitating conditions have on your use of social media?  
 
5. What effect do facilitating conditions in the work place have on your 
absorptive capacity? 
 
6. What effect do facilitating conditions in the work place have on your results 
demonstrability? 
 
20. Environmental mechanisms: industry competitors, market conditions, consumer 
demands, and so on. 
 
2. What influence do environmental mechanisms have on your absorptive 
capacity? 
 
21. Organizational mechanisms: relationships amongst HR, marketing, manufacturing, 
R&D and other functions within your organization. 
 
2. What results do organizational mechanisms have on your absorptive 
capacity? 





22. Does your use of social media increase your quality of work? How? [Efficiency].  
2.  Does your use of social media produce the desired results? How do you 
know? [Effectiveness].   
 
23.  How often does your organization measure data generated as a result of your use 
of social media? [Establishes time intervals for longitudinal studies].  
 
24. How often does your organization compare your use of social media to the 
performance growth of the organization?  
 
 
25. What is your opinion towards the strategic integration of social media into the 
strategic business objectives of the organization? 
 
26.  Do you have anything else to share regarding the topic? 
 
(The order of the questions may vary according to the flow of the conversation). 
 


















Qualitative Research: Interview Guide to Steer Interview with SME Managers  
 
Purpose of the Qualitative Research Interview Guide:  
The purpose of the research interview guide is to indicate the topics and their sequence 
to the interviewer during the interview, with or without detailed questions. Based on the 
degree of structuring, interviews can be divided into three categories: (i) structured 
interviews, (ii) semi-structured interviews and, (iii) unstructured interviews (Fontana & 
Frey, 2005; Kvale, 1996). A structured interview is an interview that has a set of 
predefined questions and the questions would be asked in the same order for all 
respondents. This standardization is intended to minimize the effect of the instrument 
and the interviewer on the research results. Semi-structured interviews are more flexible. 
An interview guide is prepared; but in the course of the interview, the interviewer has a 
certain amount of room to adjust the sequence of the questions to be asked and to add 
ケ┌Wゲデｷﾗﾐゲ H;ゲWS ﾗﾐ デｴW IﾗﾐデW┝デ ﾗa デｴW ヮ;ヴデｷIｷヮ;ﾐデゲげ ヴWゲヮﾗﾐゲWゲく TｴW ┌ﾐゲデヴ┌Iデ┌ヴWS ｷﾐデWヴ┗ｷW┘ 
technique relies on the social interaction between the interviewer and the interviewee; 
neither the question nor the answer categories are predetermined; the interviewer does 
not impose any a priori (italics original) categorization, which might limit the field of 
inquiry.  
Based on previous studies of SMEs (Padilla-Meléndez, et al., 2013; Compeau & Higgins, 
2013) this current research utilizes the interview guide to conduct semi-structured, face-
to-face interviews with managers in SMEs. The purpose of the interview is to enquire of 
indiviS┌;ﾉ ﾏ;ﾐ;ｪWヴゲげ ;Hﾗ┌デ デｴWｷヴ ┌ゲW ﾗa ゲﾗIｷ;ﾉ ﾏWSｷ; ｷﾐ デｴWｷヴ ┘ﾗヴﾆヮﾉ;IW ｷﾐ ﾗヴSWヴ デﾗ W┝ヮﾉﾗヴW 
the:  
‘WゲW;ヴIｴ Q┌Wゲデｷﾗﾐぎ けIﾐ “MEゲが ┘ｴ;デ WaaWIデが ｷa ;ﾐ┞が ｴ;ゲ ゲﾗIｷ;ﾉ ﾏWSｷ; ﾗﾐ S┞ﾐ;ﾏｷI 
I;ヮ;HｷﾉｷデｷWゲいげ  
I.  Briefing/Lead-in 
Thank you 
 
Describe study: I am exploring the relationship between the use of social media by 
managers in the workplace and absorptive capacity. I am trying to understand the factors 
that determine social media usage.   
 
Implications: Certain feelings, thoughts and attitudes may result in higher use of social 
media given certain conditions as perceived by the individual manager. 
 




Why Important: Social media usage is prevalent in organizations. Exploring the research 
ケ┌Wゲデｷﾗﾐ Iﾗ┌ﾉS ﾉW;S デﾗ ┌ゲWa┌ﾉ ┌ﾐSWヴゲデ;ﾐSｷﾐｪ ﾗa デｴW a;Iデﾗヴゲ デｴ;デ SWデWヴﾏｷﾐW ﾏ;ﾐ;ｪWヴゲげ ┌ゲW 
of social media in SMEs. Understanding of those factors could result in the integration of 
social media into the strategic business objectives. Efficiencies could increase and 
competitive advantage could rise.   
 
Appreciate By soliciting ﾏ;ﾐ;ｪWヴゲげ ｷﾐゲｷｪｴデ about use of social media in the workplace, my 
hope is to develop a better and more useful model. This research will use the tools of 
interview, online survey and case study to collect empirical and statistical information. My 
hopes are that the results support the proposed conceptual framework and contribute to 
strategic management theory. 
Show knowledge of company based on background reading. 
Your responses are confidential. 
 
IIく TﾗS;┞げゲ AｪWﾐS; 
(1)  Will ask you about 20 questions about your use of social media in the workplace.  
(2)  Will ask you to reflect on a specific managerial decision に making experience in 
which you actively took part as observer or user of some type of social 
technological device (i.e., Android, iPad, mobile phone, Netbook, etc.) and some 
type of Internet-based application (i.e., blog, Email, Facebook, Google, Skype, 
Twitter, webcast, etc.) that enabled creation, addition or modification of content 
such that the content enabled the decision に making. Describe your thought 
process, from awareness of the objective to contingency planning, major 
challenges, how overcame, significant learning or insights you gained during the 
process. 
(3) Will close/end the interview. 
 
Part I (parenthetical comments indicate how the data is used) 
(1)   What is your prior knowledge using social media? (H1a)   
(2)    What is your prior experience using social media? (H1b) 
(3)    What is your current use of social media? (H1c) 
(4)    What are your primary reasons for using social media in the workplace? (H1)  
(5)    Do you feel like value is created when you use social media in your workplace? (H1,   
   H2) 
  (6)    Do you feel like you are productive when you use social media in your workplace?  
           (H2) 
  (7)    Do you feel like you are efficient when you use social media in your workplace? (H2) 
  (8)    Do you feel like your organization values your prior knowledge using social media?   
           (H1b)  
  (9)    Do you feel like your organization values your prior experience using social media?  
           (H1a) 
  (10)  Do you feel like your organization values individuals from diverse backgrounds  
 using social media? (H2) 
  (11)  Do you feel like organizational work routines improve when you use social media to  
           accomplish them? (H2) 
  (12)  Do you feel like your organization values your current usage of social media? (H1c) 
  (13)  How does your organization determine value from the information you create 
            when using social media? (H2)  




  ふヱヴぶ  DWゲIヴｷHW ┞ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ﾗ┗Wヴ;ﾉﾉ ゲ┌ヮヮﾗヴデ ﾗa デｴW ┌ゲe of social media. (H2) 
  (15)  What major organizational obstacles/challenges? (H2) 
  (16)  How challenges were overcome? (H2) 
  ふヱΑぶ  DWゲIヴｷHW ┞ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ﾗ┗Wヴ;ﾉﾉ Iﾗヴヮﾗヴ;デW ゲデヴ;デWｪ┞ aﾗヴ ゲﾗIｷ;ﾉ ﾏWSｷ;く (RQ)   
  (18)  Explain the factors that determine your social media usage in the workplace. (RQ) 
  ふヱΓぶ  DWゲIヴｷHW ┞ﾗ┌ヴ ﾗヴｪ;ﾐｷ┣;デｷﾗﾐげゲ ｷﾐﾐﾗ┗;デｷ┗W ;Hｷﾉｷデ┞ ┘ｴWﾐ ┌ゲｷﾐｪ ゲﾗIｷ;ﾉ ﾏWSｷ;く ふ‘Qぶ 
  (20)  What have been some of the most important things you have learned about using    
   social media in the workplace? (RQ). 
 
Part II  
Please describe a specific managerial decision making experience in which you were 
involved and social media was used to help with the decision. Describe and explain the 
process, from awareness and need recognition, through the process involved, and major 
factors considered. Then the social media implementation: major obstacles overcome, 
surprises, expectations, learning, satisfaction, performance. 
 
Part III Closing 



















           
                  Appendix  K                Hierarchical Multiple Regression Analysis 
                                           DV: NBSTATUS, IV: SUSKILL, Moderator Variables: WFTET and VBT 
 
Descriptive Statistics 
 Mean Std. Deviation N 
Qi7.  In my country, those successful at starting a 
new business have a high level of status and 
respect. 
.72 .448 156 
Qi3.  Do you have the knowledge, skill and 
experience required to start a new business? 
.85 .356 156 
5W2. INNOVATION: In the next 6 months you are 
likely to try products or services that use new 
technologies in your daily work for the first time. 
2.99 1.303 156 
Q2G3.  How long have the technologies or 
procedures required for this product or service 
been available? 
2.88 .365 156 
Q2G2.  Right now, are there many, few, or no other 
businesses offering the same products or services 
to your potential customers? 
1.49 .596 156 
5W3. INNOVATION: In the next 6 months, new 
products and services will improve your working 
life. 
2.99 1.303 156 
 
 




Appendix  L                                               Model Summaryd 
Model R R Square 
Adjusted R 
Square 





Change F Change df1 df2 Sig. F Change 
1 .027
a
 .001 -.006 .450 .001 .110 1 154 .741  
2 .218
b
 .048 .029 .442 .047 3.745 2 152 .026  
3 .222
c
 .049 .024 .443 .002 .265 1 151 .607 1.967 
a. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 
b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the 
next 6 months you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have 
the technologies or procedures required for this product or service been available? 
c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the 
next 6 months you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have 
the technologies or procedures required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other 
businesses offering the same products or services to your potential customers? 
d. Dependent Variable: Qi7.  In my country, those successful at starting a new business have a high level of status and respect. 
 
   
 
For Model 1, .1% of the variation in NBSTATUS can be explained by SUSKILL.  By adding  
WFTET to the model, the R^2 increased 4.7% (a significant change in R^2, pvalue <.05).   










Appendix M                                                                       ANOVAa 
Model Sum of Squares df Mean Square F Sig. 




Residual 31.125 154 .202   
Total 31.147 155    




Residual 29.663 152 .195   
Total 31.147 155    




Residual 29.611 151 .196   
Total 31.147 155    
a. Dependent Variable: Qi7.  In my country, those successful at starting a new business have a high level of status and 
respect. 
b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 
c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. 
INNOVATION: In the next 6 months you are likely to try products or services that use new technologies in your daily work 
for the first time., Q2G3.  How long have the technologies or procedures required for this product or service been 
available? 




d. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. 
INNOVATION: In the next 6 months you are likely to try products or services that use new technologies in your daily work 
for the first time., Q2G3.  How long have the technologies or procedures required for this product or service been 





























Correlations Collinearity Statistics 
B Std. Error Beta Zero-order Partial Part Tolerance VIF 
1 (Constant) .696 .094  7.421 .000      
Qi3.  Do you have the 
knowledge, skill and 
experience required to 
start a new business? 
.034 .102 .027 .332 .741 .027 .027 .027 1.000 1.000 
2 (Constant) .533 .303  1.758 .081      
Qi3.  Do you have the 
knowledge, skill and 
experience required to 
start a new business? 
.029 .100 .023 .288 .773 .027 .023 .023 .996 1.004 
5W2. INNOVATION: In 
the next 6 months you 
are likely to try products 
or services that use new 
technologies in your 
daily work for the first 
time. 
-.065 .027 -.188 -2.377 .019 -.191 -.189 -.188 .999 1.001 




Q2G3.  How long have 
the technologies or 
procedures required for 
this product or service 
been available? 
.125 .097 .102 1.287 .200 .109 .104 .102 .996 1.004 
3 (Constant) .463 .333  1.392 .166      
Qi3.  Do you have the 
knowledge, skill and 
experience required to 
start a new business? 
.026 .100 .021 .263 .793 .027 .021 .021 .994 1.006 
5W2. INNOVATION: In 
the next 6 months you 
are likely to try products 
or services that use new 
technologies in your 
daily work for the first 
time. 
-.065 .027 -.188 -2.370 .019 -.191 -.189 -.188 .999 1.001 
Q2G3.  How long have 
the technologies or 
procedures required for 
this product or service 
been available? 
.134 .099 .109 1.353 .178 .109 .109 .107 .966 1.035 




Q2G2.  Right now, are 
there many, few, or no 
other businesses 
offering the same 
products or services to 
your potential 
customers? 
.031 .061 .042 .515 .607 .023 .042 .041 .969 1.032 



















Appendix O            Hierarchical Multiple Linear Regression Analysis 
 DV: ESTBBUSO, IV: SUSKILL, Moderator Variables: WFTET and VBT 
 
Descriptive Statistics 
 Mean Std. Deviation N 
Manages and owns a business that is older than 42 months .78 .419 169 
Qi3.  Do you have the knowledge, skill and experience required to start a new 
business? 
.83 .373 169 
5W2. INNOVATION: In the next 6 months you are likely to try products or services 
that use new technologies in your daily work for the first time. 
3.04 1.295 169 
Q2G3.  How long have the technologies or procedures required for this product or 
service been available? 
2.88 .359 169 
Q2G2.  Right now, are there many, few, or no other businesses offering the same 
products or services to your potential customers? 
1.49 .589 169 
5W3. INNOVATION: In the next 6 months, new products and services will improve 
your working life. 













Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
Change Statistics 
Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 
1 .103
a
 .011 .005 .418 .011 1.794 1 167 .182  
2 .215
b
 .046 .029 .413 .036 3.078 2 165 .049  
3 .260
c
 .067 .045 .409 .021 3.724 1 164 .055 2.149 
a. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 
b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 
are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 
required for this product or service been available? 
c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 
are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 
required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your 
potential customers? 
d. Dependent Variable: Manages and owns a business that is older than 42 months 
 
For Model 1, 1.1% of the variation in ESTBBUSO can be explained by SUSKILL.  By adding WFTET to the model, the R^2 increased 3.6% (a 
significant change in R^2, pvalue <.05).  Now, 4.7% of the variation in ESTBBUSO can be explained by SUSKILL and WFTET.  By adding VBT, no 














Model Sum of Squares df Mean Square F Sig. 
1 Regression .313 1 .313 1.794 .182
b
 
Residual 29.143 167 .175   
Total 29.456 168    
2 Regression 1.361 3 .454 2.665 .050
c
 
Residual 28.094 165 .170   
Total 29.456 168    
3 Regression 1.985 4 .496 2.963 .021
d
 
Residual 27.470 164 .168   
Total 29.456 168    
a. Dependent Variable: Manages and owns a business that is older than 42 months 
b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 
c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you are 
likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures required for 
this product or service been available? 
d. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you are 
likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures required for 
this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your potential 
customers? 
 
For Model 2 and 3 are significant models. The predictors have explanatory power. 5W2 (INNVORGTRY) is a unique incremental predictor of 
ESTBBUSO based on Beta and the p value <.05) 














Correlations Collinearity Statistics 
B Std. Error Beta 
Zero-
order Partial Part 
Toleranc
e VIF 
1 (Constant) .679 .079  8.595 .000      
Qi3.  Do you have the 
knowledge, skill and 
experience required to 
start a new business? 
.116 .086 .103 1.339 .182 .103 .103 .103 1.000 1.000 
2 (Constant) .689 .274  2.517 .013      
Qi3.  Do you have the 
knowledge, skill and 
experience required to 
start a new business? 
.109 .086 .097 1.272 .205 .103 .099 .097 .994 1.006 
5W2. INNOVATION: In 
the next 6 months you 
are likely to try 
products or services 
that use new 
technologies in your 
daily work for the first 
time. 
-.059 .025 -.181 -2.385 .018 -.183 -.183 -.181 1.000 1.000 




Q2G3.  How long have 
the technologies or 
procedures required 
for this product or 
service been 
available? 
.060 .089 .052 .677 .500 .060 .053 .051 .994 1.006 
3 (Constant) .931 .299  3.114 .002      
Qi3.  Do you have the 
knowledge, skill and 
experience required to 
start a new business? 
.110 .085 .098 1.295 .197 .103 .101 .098 .994 1.006 
5W2. INNOVATION: In 
the next 6 months you 
are likely to try 
products or services 
that use new 
technologies in your 
daily work for the first 
time. 
-.059 .024 -.181 -2.405 .017 -.183 -.185 -.181 1.000 1.000 
Q2G3.  How long have 
the technologies or 
procedures required 
for this product or 
service been 
available? 
.030 .090 .026 .336 .737 .060 .026 .025 .964 1.037 




Q2G2.  Right now, are 
there many, few, or no 
other businesses 
offering the same 
products or services to 
your potential 
customers? 
-.105 .054 -.148 -1.930 .055 -.153 -.149 -.146 .970 1.031 



















Appendix S  Hierarchical Multiple Linear Regression Analysis 
      DV: EByyEMP, IV: SUSKILL, Moderator Variables: WFTET and VBT 
Descriptive Statistics 
 Mean Std. Deviation N 
EB: any jobs now or in 5 years .48 .501 169 
Qi3.  Do you have the knowledge, skill and experience required to 
start a new business? 
.83 .373 169 
5W2. INNOVATION: In the next 6 months you are likely to try 
products or services that use new technologies in your daily work 
for the first time. 
3.04 1.295 169 
Q2G3.  How long have the technologies or procedures required 
for this product or service been available? 
2.88 .359 169 
Q2G2.  Right now, are there many, few, or no other businesses 
offering the same products or services to your potential 
customers? 
1.49 .589 169 




5W3. INNOVATION: In the next 6 months, new products and 
services will improve your working life. 
3.04 1.295 169 
 
 
Appendix T                                                                               Model Summaryd 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
Change Statistics 
Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 
1 .077
a
 .006 .000 .501 .006 .999 1 167 .319  
2 .127
b
 .016 -.002 .502 .010 .852 2 165 .429  
3 .133
c
 .018 -.006 .503 .002 .260 1 164 .611 2.181 
a. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 
b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 
are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 
required for this product or service been available? 
c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months you 
are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or procedures 
required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products or services to your 
potential customers? 
d. Dependent Variable: EB: any jobs now or in 5 years 
 












Model Sum of Squares df Mean Square F Sig. 
1 Regression .251 1 .251 .999 .319
b
 
Residual 41.927 167 .251   
Total 42.178 168    
2 Regression .679 3 .226 .900 .443
c
 
Residual 41.498 165 .252   
Total 42.178 168    
3 Regression .745 4 .186 .737 .568
d
 
Residual 41.433 164 .253   
Total 42.178 168    
a. Dependent Variable: EB: any jobs now or in 5 years 
b. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business? 
c. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months 
you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or 
procedures required for this product or service been available? 
d. Predictors: (Constant), Qi3.  Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNOVATION: In the next 6 months 
you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  How long have the technologies or 
procedures required for this product or service been available?, Q2G2.  Right now, are there many, few, or no other businesses offering the same products 
or services to your potential customers? 
 
 



























1 (Constant) .393 .095  4.149 .000      





start a new 
business? 
.104 .104 .077 .999 .319 .077 .077 .077 1.000 1.000 
2 (Constant) .589 .333  1.770 .079      





start a new 
business? 
.104 .104 .077 .999 .319 .077 .078 .077 .994 1.006 






In the next 6 
months you are 





your daily work 
for the first 
time. 
-.038 .030 -.099 -1.280 .202 -.100 -.099 -.099 1.000 1.000 
Q2G3.  How 




this product or 
service been 
available? 
-.028 .108 -.020 -.257 .798 -.014 -.020 -.020 .994 1.006 
3 (Constant) .667 .367  1.817 .071      









start a new 
business? 
.104 .104 .078 1.000 .319 .077 .078 .077 .994 1.006 
5W2. 
INNOVATION: 
In the next 6 
months you are 





your daily work 
for the first 
time. 
-.038 .030 -.099 -1.278 .203 -.100 -.099 -.099 1.000 1.000 




Q2G3.  How 




this product or 
service been 
available? 
-.038 .110 -.027 -.341 .734 -.014 -.027 -.026 .964 1.037 
Q2G2.  Right 
now, are there 





or services to 
your potential 
customers? 
-.034 .067 -.040 -.510 .611 -.036 -.040 -.039 .970 1.031 
a. Dependent Variable: EB: any jobs now or in 5 years 
    
 
Appendix W  Analysis 
First, a parametric analysis checked for normality of variables (data) by using a two-way 
analysis of variance (ANOVA) (Fields 2013). The two-way ANOVA assumes that the data is 
normally distributed in each cell of the design. This can be checked using a variety of tests 
and/or graphical methods. This study uses one of the most common numerical methods: 
the Shapiro-Wilk test of normality. Shapiro-Wilk tests the null hypothesis that the 
distribution of the data is equal to a normal distribution (Mat Roni 2014). More 
specifically, Shapiro-Wilk test is run on each moderator variable (proxy) and as there are 
aﾗ┌ヴ ヮヴﾗ┝ｷWゲ ｷﾐ デｴｷゲ ゲデ┌S┞ デｴWヴW ;ヴW aﾗ┌ヴ ヴﾗ┘ゲ ふゲWW T;HﾉW ン HWﾉﾗ┘ぶく Iﾐ デｴW さ“ｷｪざ Iﾗﾉ┌ﾏﾐ 
┌ﾐSWヴ デｴW さ“ｴ;ヮｷヴﾗ-Wｷﾉﾆざ Iﾗﾉ┌ﾏﾐ デｴW ゲｷｪﾐｷaｷI;ﾐIW ┗;ﾉ┌W ふｷくWくが ヮ-value) is found for each 
variable.      
 




Appendix X         Shapiro に Wilk Test
  
 
The findings show that the assumption of normality for INVORLIF and OMCOMPET 
(proxies for VBT) and OMNEWTEC and INVORTRY (proxies for WFTET) scores are not 
satisfied (p < .05 level), as assessed by Shapiro-Wｷﾉﾆげゲ デWゲデ ふヮаくヰヵぶく   
To test the strength and direction of the relationships between the variables the results of 














t Sig. B Std. Error Beta 
1 (Constant)  .679 .079  8.595 .000 
Qi3 (IAC).   .116 .086       .103 1.339 .182 
2 (Constant)  .689 .274  2.517 .013 
Qi3.   (IAC)   .109 .086       .097 1.272 .205 
5W2. (WFTET)    -.059 .025      -.181 -2.385 .018 
Q2G3.(WFTET)    .060 .089       .052 .677 .500 
3 (Constant)  .931 .299  3.114 .002 
Qi3.  (IAC)  .110 .085       .098 1.295 .197 
5W2. (WFTET)   -.059 .024      -.181 -2.405 .017 
Q2G3.(WFTET)     .030 .090       .026 .336 .737 
Q2G2. (VBT)  -.105 .054      -.148 -1.930 .055 
 
 
In Table 4 above, in Model 1 there is no statistical significance between IAC and IPSME. In 
Model 2, there is no statistical significance. In Model 3 at least one predictor has 












Appendix  Z   Hierarchical Multiple Regression  
A hierarchical multiple regression is done to determine if the two moderators 
OMNEWTEC and INVORTRY (proxies for WFTET) and OMCOMPET and INVORLIF (proxies 
for VBT) alter the effect of the independent variable SUSKILL (proxy for IAC) on the 
dependent variables NBSTATUS, ESTBBUSO, and EB (proxies for IPSME). Three regression 
models are described below. To begin, the Appendix below presents the starting model 
summary where NBSTATUS is the dependent variable, SUSKILL is the independent 
variable, and the moderator variables are INVORTRY, OMNEWTEC and OMCOMPET.  
 
Appendix AA    DV: NBSTATUS; IV: SUSKILL; Moderator Variables: INVORTRY, 
                                               OMNEWTEC, and OMCOMPET  
 
 
Next, the Appendix below presents the model where ESTBBUSO is the dependent 
variable, SUSKILL is the independent variable, and INVORTRY, OMNEWTEC and 
OMCOMPET are the moderator variables. 
  
 




Appendix BB     DV: ESTBBUSO; IV: SUSKILL; Moderator Variables: INVORTRY,  





Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
Change Statistics 
Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 
1 .103
a
 .011 .005 .418 .011 1.794 1 167 .182  
2 .215
b
 .046 .029 .413 .036 3.078 2 165 .049  
3 .260
c
 .067 .045 .409 .021 3.724 1 164 .055 2.149 
a. Predictors: (Constant), Qi3.  SUSKILL: Do you have the knowledge, skill and experience required to start a new business? 
 
b. Predictors: (Constant), Qi3.  SUSKILL: Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNVORGTRY: In the 
next 6 months you are likely to try products or services that use new technologies in your daily work for the first time, Q2G3. OMNEWTEC: How long 
have the technologies or procedures required for this product or service been available? 
 
c. Predictors: (Constant), Qi3.  SUSKILL: Do you have the knowledge, skill and experience required to start a new business?, 5W2. INNVORGTRY: In  
the next 6 months you are likely to try products or services that use new technologies in your daily work for the first time., Q2G3.  OMNEWTEC: How 
long have the technologies or procedures required for this product or service been available?, Q2G2.  OMCOMPET: Right now, are there many, few, 
or no other businesses offering the same products or services to your potential customers? 
d. Dependent Variable: Manages and owns a business that is older than 42 months 
 
 
Next, the Appendix below presents the last model summary where EB is the dependent 
variable, SUSKILL is the independent variable, and INVORTRY, OMNEWTEC, OMCOMPET, 
and INVORLIF are the moderator variables. 
Appendix CC     DV: EB; IV: SUSKILL; Moderator Variables: INVORTRY, 
                                           OMNEWTEC, OMCOMPET, and INVORLIF 
 
 
  Model Summaryd 
Model  R R Square Adjusted R Square 
Std. Error of 
the 
Estimate 
                                     Change Statistics 
Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 
1 .077
a
 .006 .000 .501 .006 .999 1 167 .319  
2 .127
b
 .016 -.002 .502 .010 .852 2 165 .429  
3 .133
c
 .018 -.006 .503 .002 .260 1 164 .611 2.181 
a. Predictors: (Constant), SUSKILL 
b. Predictors: (Constant), SUSKILL;  INVORTRY; OMNEWTEC 
c. Predictors: (Constant), SUSKILL;  INVORTRY; OMNEWTEC; OMCOMPET; INVORLIF 
d. Dependent Variable: EB: any jobs now or in 5 years 




Next, an analysis of variance (ANOVA) test is done to determine if a direct relationship 
exists between IAC and IPSME. Table 6 presents the ANOVA model.  
 
 
Appendix DD   DV: ESTBBUSO; IV: SUSKILL; Moderator Variables: INVORTRY,  





Model Sum of Squares df Mean Square F Sig. 
1 Regression .313 1 .313 1.794 .182
b
 
Residual 29.143 167 .175   
Total 29.456 168    
2 Regression 1.361 3 .454 2.665 .050
c
 
Residual 28.094 165 .170   
Total 29.456 168    
3 Regression 1.985 4 .496 2.963 .021
d
 
Residual 27.470 164 .168   
Total 29.456 168    
      a. Dependent Variable: ESTBBUSO 
      b. Predictors: (Constant), SUSKILL 
      c. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC;  
      d. Predictors: (Constant), SUSKILL; INVORTRY; OMNEWTEC; OMCOMPET; INVORLIF 
 
 
